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ABSTRACT 
As environmental concerns have been increasing and fashion market condition has been 
fierce and competitive ever before due to consumers’ ever-changing fashion tastes, 
customization has received growing attention considering as a solution to overcome those 
challenges. Despite the numerous attention, research on customization has been limited to only 
issues from business viewpoints whereas studies from consumers’ standpoints are little. 
The purpose of the study was to examine how consumers’ psychological properties (i.e., 
self- promotion, need for uniqueness, self-expression, social identity, self-monitoring, and other-
directedness) affect buying intention of customized apparel products mediated by perceptions of 
customization and extended-self. To achieve the purpose of the study, the online survey was 
conducted (N = 338), and Structural Equation Model(SEM) was utilized to assess the 
psychological factors’ causal effects on purchase intention of customized apparel products. 
The results show that in the pre-purchase stage, among the six psychological factors, 
need for uniqueness has the most significant effect on both mediating factors, perceptions of 
customization and self-extension. The sense of self-monitoring is also positively associated with 
the perception of customization but is negatively related with self-extension. However, the 
effects of self-expression and other-directedness on both mediating factors were negligible. In 
purchase stage, the strong direct effects were found between perception of customization/ self-
extension and purchase intention (β=.44, β=.19 each). The significant causal effects between 
mediating factors, from self-extension to customization perception, were also identified. The 
results of the study provide valuable insights about consumers’ psychological process when 
purchasing customized apparel products. The findings also contribute to the fashion literature on 
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the understanding of consumers’ pre-/purchase behaviors in a psychological manner. Enhanced 
understanding of consumers’ psychological buying decision process will be beneficial for 
retailers and managers to develop criteria for target segments and to establish marketing plans to 
increase sales of customized apparel products.  
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CHAPTER 1. INTRODUCTION 
1.1 Research Background 
Today, the “economic paradigm” is spread worldwide. The paradigm puts a great emphasis on 
materialism, thereby causing a consumer’s cravings for something novel and unique. Along with 
this phenomenon, the dominance of fast fashion has resulted in excessive clothing consumption 
and high volume of clothing waste (Ertekin & Atik, 2015). Environmental concerns caused by 
such mass consumption have been significantly increasing worldwide. Textile waste in the 
manufacturing stage has reached over 30 million tons a year, which has resulted in detrimental 
environmental effects (Niinimäki & Hassi, 2011). Over 13 million tons of apparel are discarded 
after consumption every year, most of which ends up in landfills due to consumer disposal (68 
pounds per person every year) (Ekström & Salomonson, 2014). This is despite the fact that 
nearly 100% of clothing items can be recycled (Joung, 2014). Therefore, the fashion industry 
needs to take a responsibility for environment and determine to take whatever action is necessary 
to rectify the situation.  
Meanwhile, the fashion industry has struggled with unstable and competitive market 
conditions. Despite growth in the fashion industry over the past decade, sales are declining, 
resulting in deteriorating profit margins and competitive market conditions (Amed et al., 2016). 
Between 2012 and 2016, annual growth in the apparel market was 5.2% and was expected to 
reach a value of $1,004.6 billion, a 19.2% growth since 2016 (Lu, 2016). However, in contrast to 
this optimistic forecast, growth in sales is declining, with only 2-3% increase in 2016 (Amed et 
al., 2016). To overcome these challenges and survive in a competitive global market, the fashion 
industry must improve or revise marketing strategies by understanding consumer purchasing 
behaviors. 
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Recently, consumer purchasing behaviors have become harder to predict due to rapidly 
changing trends and fashion tastes (Kang & Park‐Poaps, 2010). Consumers require products that 
fit their desires, such as customized fashion items, but also seek less expensive items. Therefore, 
consumers are likely to compare and buy affordable fashion products that closely match their 
desires. However, since current fashions only meet the consumer’s inexpensive price 
requirement (fast fashion), consumers often choose to throw away barely-worn clothing, which 
has led to environmental concerns (Lang et al., 2013). Given this situation, fashion companies 
must urgently address these issues and do their best to satisfy consumer needs. Such efforts could 
achieve two goals: increasing sales and taking on environmental responsibility (Mohajeri et al., 
2016). 
Customization has been proposed as a new marketing strategy, and its philosophy is to 
meet the personal consumer’s heterogeneous demands. Currently, as consumers’ preferences 
have been diversifying and buyers’ desires for self-expression and uniqueness increase, the 
popularity of customized products has been significantly increasing. This is because 
customization satisfies an individual’s needs and tastes (Park et al., 2013), and provides 
exclusive shopping experiences (Seock, 2007). Customization has been employed in various 
types of industries. People can already customize much of their surroundings like cars, 
computers, tools, etc. (Oulasvirta & Blom, 2008). For example, Dell computer gives consumers 
an opportunity to tailor their computers upon ordering. Yahoo.com also allows web-users to 
choose the specific contents they want to stay updated on, such as columns on stock market, 
local weather forecast, celebrities’ fashion style, and so on (Arora et al., 2008). In the fashion 
industry, firms have concentrated on fit and modular customization. For example, Brooks 
Brothers can obtain a consumer’s body size using a body scanner to deliver a better-fitting 
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product. Ralph Lauren utilizes modular customization by having consumers select modules to 
make their personalized products (Yeung et al., 2010). This implies that customization in the 
fashion industry could be highly beneficial and profitable if three concepts are satisfied: 
individualization, fit, and design (Yeung et al., 2010).  
Furthermore, customization is considered a greener and more environmentally 
sustainable option (Medini et al., 2015). Past literature shows that the fashion industry can 
comply with the “Triple Bottom Line” (TBL), which includes environmental, social, and 
economic aspects of sustainability (Corti et al., 2011). By adopting customization, fashion 
organizations are able to accomplish sustainability in the aforementioned three dimensions of 
TBL. Specifically, companies increase profits by satisfying individual consumer desires 
(economically sustainable). Additionally, since customized products are produced only for a 
specific customer, overproduction is reduced, saving unnecessary resource inputs 
(environmentally sustainable) (Hankammer & Steiner, 2015). Finally, customization can ensure 
transparency by reducing production processes (socially sustainable) (Jung & Jin, 2016b). 
In other words, customization is beneficial for both fashion industries and consumers. For 
the fashion industry, customized products attract more consumers due to the products’ newness 
and unique experiences, making more profits. Consumers also can take advantages from 
customization by possessing one-of-a-kind products based on their requirements. Furthermore, 
research has found that since such uniqueness of a product lead consumers to build a solid 
emotional bond with their customized products, prolonged use of their unique items is more 
likely to be predicted, compared to standardized products (Medini et al., 2015). Strong product 
attachment can keep the customized possessions from ending up in landfills, prolonging a 
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product’s life-cycle (Mugge et al., 2009). In this regard, customization is also beneficial to the 
ecological environment.  
Even though customization has received increasing attention from industries and 
scholars, most studies conducted in past decades are limited to: issues from suppliers’ 
perspectives; the technical problem-solving approaches when purchasing customized products 
online; customization’s economic benefits by satisfying consumer’s preferences; or its 
sustainability evaluation from the manufacturing stage (Park et al., 2013). Customization has 
shed light on the availability of greener and sustainable consumption not only by adoption of 
modularity in manufacturing or co-creation design processes but also by providing the 
satisfaction of personal consumers’ needs. Such a consumer-focused product variety ultimately 
allows consumers to cherish, repair, and give proper care to products, which will bring about a  
longer product lifespan than the product’s actual lifetime (Mugge et al., 2009). In this respect, in 
order to enhance the adoption of customized products, it is important to conduct more research 
that focus on the motivations of consumers’ purchase intention in their pre-purchase and 
purchase behaviors.  
Fundamentally, a consumer’s buying process is heavily dependent on individual 
psychological values. The ability to understand consumers’ psychological features will be 
beneficial in identifying consumer perspectives and attitudes toward customized products, while 
also analyzing the relationship between psychological factors and attitudes toward customized 
products. This will aid business professionals and sales associates in determining target 
consumer groups and forming a marketing plan and services based on these psychological 
attributes. Furthermore, analyzing consumers’ mind sets will enable suppliers and scholars to 
understand consumer values that are important when purchasing customized products, and to 
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predict pre-purchase consumer behavior with the products in the hope of extending a product’s 
usage, which in turn will contribute to sustainability. 
1.2 Research Questions 
The purpose of this study is to investigate how consumers’ psychological factors such as 
self- promotion, need for uniqueness, self-expression, social identity, self-monitoring and other-
directedness influence perception of customization and desire of self-extension through products. 
The study is also to examine whether perception of customization and self-extension would bring 
about consumers’ purchase intention of customized apparel products. The research questions 
were proposed as follows: 
RQ1) How do psychological factors impact perception of customization and extended-
self in the pre-purchase stage? 
RQ2) Whether or not perception of customization and extended-self lead to purchase 
intention of customized apparel products in the purchase stage? 
The results of this study are expected to shed light on the understanding of the 
relationship between consumers’ psychological properties and purchase intention of customized 
products. In addition, this understanding may lead to develop marketing criteria for target 
consumers of customized products in the fashion industry, further establish strategies to expand 
consumers’ customized product consumption in the pre-/ and purchase stages.  
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CHAPTER 2. REVIEW OF LITERATURE 
2.1 Sustainability in the Fashion industry 
2.1.1 Environmental Concerns  
The fashion industry has been blamed for having a significantly negative impact on the 
environment, and is stigmatized as the world’s second most polluting industry next to the oil 
industry (Sweeny, 2015). Global apparel consumption has exceeded 30 million tons a year, 
resulting in critical environmental issues (Shen, 2014). In fact, the fashion industry utilizes many 
resources such as water, oil, and hazardous chemicals that generate environmental concerns 
(Ecochic designaward, 2013). For example, the cotton industry makes up almost 40 % of global 
fiber production, and 40% of the global apparel is made of cotton. To be specific, 10 ounces of 
cotton is needed to produce a men’s t-shirt and 24 ounces for a pair of jean (Jones, 2017). To 
produce the cotton apparel products mentioned above, cotton farming has to spend an exorbitant 
amount of water (approximately 20,000 liters for 1kg of cotton) and massive toxic chemicals 
such as insecticides and pesticides. The use of these products accounts for about 24% 
(insecticides) and 11% (pesticides) of the entire global usage, which greatly contributes to 
serious soil contamination (WWF, 2003). Therefore, the fashion industry has to become more 
environmentally responsible, and find ways to produce and sell apparel products in a sustainable 
way (Sweeny, 2015). 
 Apart from unsustainable inputs in the fashion production system, a large amount of 
textile waste has also become a pressing problem for which both suppliers and consumers are 
responsible (Ecochic designaward, 2013). Textile waste has generated about 13 million tons, 
which accounts for about 5% of total waste in the US (Ekström & Salomonson, 2014); however, 
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only less than 15% of textile waste was reused in the year of 2009. When we look closely at the 
contributions of textile waste, they are primarily generated from both pre- and post-consumption 
stages (Joung & Park-Poaps, 2013).  
Pre-consumer waste is generated within apparel factories before the product is available 
to consumers (Ecochic designaward, 2013). The textile industry generates a tremendous amount 
of manufacturing waste, including leftover textiles from cutting and defects during garment 
manufacturing (Joung & Park-Poaps, 2013). Even though the exact amount of waste from the 
fashion industry is not known, several studies have estimated the waste at about 80 billion square 
meters based on an unbiased prediction (neither optimistic nor pessimistic) (Reverse Resources, 
2016). In contrast, post-consumer waste is generated after people consume the textile products 
and dispose of them (Ecochic designaward, 2013). Consumer textile waste is mainly comprised 
of used clothing and household textiles, which eventually are discarded in a landfill (Joung & 
Park-Poaps, 2013). According to one survey, U.S. Americans discard over 68 pounds (31 kg) of 
clothing every year (Joung, 2014). Due to the growing negative ecological consequences from 
both industries and consumers, the question of how to reduce the environmental impact needs to 
be examined to improve present situation in both industries and individual consumers. 
2.1.2 Clothing Disposal Behavior 
 It is important to understand the reasons for excessive apparel disposal since they have a 
significant impact on a product’s lifetime (Laitala, 2014). Some researchers suggest that current 
environmental issues are due to the dominantly prevailing “economic paradigm”, which 
overemphasizes materialism (Ertekin &Atik, 2015). Along with this economic paradigm, the 
success of fast fashion has led to extreme apparel consumption, thereby contributing to immense 
textile waste (Ertekin &Atik, 2015). Clothing consumption in the U.S is about 20 billion 
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products a year, and consumers dispose of their underused clothing in high volumes (Jung & Jin, 
2016a). About 13.1 million tons of textiles were discarded, of which over 80% (about 11 million 
tons) ended up in landfills, in the U.S. in 2010 (Joung, 2014). 
  Initially, the concept of fast fashion was introduced as an exclusive fashion business 
design. Retailers that follow fast fashion have contracted with manufacturers to meet quickly-
changing consumer fashion needs by ensuring new items are stocked on time. Aided by such a 
fast production speed, manufacturers are able to provide state-of-the-art fashion styles to the 
public with a low price tag (Jung & Jin, 2016a). The primary strengths of fast fashion, including 
quick responses to frequently changing fashion styles and a low price, have allowed fast fashion 
brands to achieve huge success worldwide (Lang et al., 2013). For example, the popular and 
successful fast fashion brand Zara has tripled sales in recent years. Forever 21 has also recorded 
a huge growth, increasing sales by more than 80% in the US since the late 2000s (Jung & Jin, 
2016a). 
Fast fashion is positively associated with consumer disposal behaviors (Joung, 2014). 
Due to the low prices, fast fashion consumers are inclined to purchase clothing in bulk; however, 
products with lower quality will inevitably wear out more quickly. Consumers tend to discard 
these items in a short time, typically only wearing them once or twice, without feeling guilty, due 
to the low price (Jung & Jin, 2016a). This competitive-price, quantity-based marketing strategy 
has enabled consumers to impulsively purchase more and more items to keep up with quickly 
changing fashion trends. This results in a vicious cycle, with repeating purchases and disposal of 
products. Interestingly, fast fashion used to be called the “throwaway market” in the UK (Joung, 
2014). 
  
9 
 
Although there are sustainable ways to dispose of used clothing, including donations, 
resale, swap, giveaway, recycling, and reuse (Joung, 2014), participation in these activities 
depends on the underlying purposes of disposal. For example, consumers resell their clothing for 
economic benefits, donate to help others in need, and throw products away for convenience and a 
lack of information and knowledge about recycling. Researchers point out that consumers with 
high environmental consciousness actively engage in sustainable disposal behaviors such as 
recycling, reuse, or giving products away to close friends or family members (Joung, 2014). 
However, the majority of consumers, unfortunately, prefer to discard used clothing rather than 
donating or giving away when they purchase a new fashion trend (Lang et al., 2013). Such 
behavior with regard to discarding clothing is critical from an environmental perspective because 
it has a strong impact on a product’s lifespan. In addition, such rampant discarding of clothing 
may decrease the potential for reuse or recycling (Laitala, 2014). 
In terms of the relationship between fast fashion and discarding behavior, many 
researchers have expressed their concerns that fast fashion has largely contributed to the 
production of poor-quality fashion goods, exacerbating landfill problems  (Lang et al., 2013). 
Given that there is now increasing awareness of social and environmental concerns among 
suppliers, consumers, and scholars, the fashion industry is being encouraged to increase 
sustainability by developing and adopting a viable business model (Hankammer & Steiner, 
2015). 
Alternatively, many researchers support and expect that customization can minimize 
environmental impacts by reducing overproduction from the production stage (Hankammer & 
Steiner, 2015). Furthermore, the custom-made products with special experiences can elicit 
positive consumer’s emotional bond with the product (Mugge et al, 2009). Such emotionally 
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attached products are hardly abandoned even if the products do not properly function or are not 
aesthetically pleasing. Consequently, consumers keep the customized products with a good care 
for a longer period time, embedding a sense of themselves into the products (Govers & Mugge, 
2004).  
2.2 Customization 
Customization is defined as “the ability to change appearance, rearrange content, and add 
or remove widgets or data” by means of a consumer and producer interface (Lee & Sundar, 
2014, p. 4). Customization allows consumers to adjust and modify products based on their needs 
and preferences so that the customized product reflects an individual’s desire better than 
standardized products (Yeung et al., 2010). Today, customization is a widely adopted marketing 
strategy in fashion, especially in logistics and supply chain management (SCM). In the fashion 
industry, customization is considered a competitive strategy that can provide compelling benefits 
beyond changing trends in both developed and developing countries (Seock, 2007). Mass 
customization refers to a production paradigm that produces custom-made products or services 
with the high efficiency of traditional(mass) production (Fiore et al., 2004). Mass customization 
is illustrated in the hybrid business model that integrates mass production with craft production 
(Yeung et al., 2010). 
As consumer’s demands have become more sophisticated and more diversifying, 
traditional production system was not able to meet their varied requirements (Hu 2013). In the 
1980s, the corporation management became aware of the new business model of customization, 
and began shifting it from mass production in order to deal with market instabilities at that time 
including, unpredictable consumers’ interest, diverse demands, competitive market 
circumstances, price and quality, product distinction, and fashion consciousness (Seock, 2007).  
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2.2.1 Shift from Mass production to Customization  
To understand customization, it is important to understand its advent. As a popular 
paradigm that began in the nineteenth-century, mass production enabled producers to provide 
products in large volumes with a low price. This production method facilitated lower prices due 
to the large quantities produced. However, mass production limited the diversity of products 
offered (Hu 2013). In a mass production system, producers are unable to accurately forecast 
consumer demands, thus making it difficult to satisfy varying consumer needs. Furthermore, this 
production paradigm requires large spaces for inventory (Cui et al., 2006). 
Mass production is now regarded as unsustainable due to it being a production-centered 
manufacturing system. The lack of ecological resource strategies in mass production has 
ultimately caused tremendous resource waste, leading to overproduction. Additionally, factories 
continue using hazardous materials such as toxic chemicals during production. Offshore 
production also consumes enormous amounts of energy, which is largely generated from coal-
fired power stations and results in CO2 emissions (Hankammer & Steiner, 2015). In terms of 
transportation emissions, specifically, one of the differentiating aspects of customization and 
mass production is the distribution system. In mass production, end products are delivered to 
various distributors when they are ready for the end-consumer. In contrast, customized 
production is sent directly to the final consumer from the producer when the particular product is 
designed for the individual consumer (Brunø et al., 2013). 
Mass production also results in clothing disposal. Since mass production provides goods 
for a low price, consumers have a tendency to get rid of the like-new product without guilt or 
hesitation and replace it with a brand new product, unless the product meets their demands (Saiki 
& Crecelius, 2016). This consumption pattern has contributed to a reduction in the product 
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lifecycle, resulting in adverse environmental effects. For example, the fashion industry produces 
a number of inexpensive trendy apparel items, and consumers purchase clothing based solely on 
the design, color, or material with little consideration of actual fit. This is an example of buying 
patterns. Once purchased, poorly fitting clothing is hardly worn by the consumer, thus ending in 
wasted resources and energy (Brunø et al., 2017). 
Unlike mass production, customization has fewer environmental impacts. Customization 
can decrease overproduction, which results in reduced use of natural resources (Hankammer & 
Steiner, 2015). Customized products are fundamentally designed based on an individual’s needs, 
and this is projected to decrease misuse and waste derived from unused items, which results in 
increased ecological and economic sustainability (Medini et al., 2015). 
Customized products can offer diversified options for each consumer; however, this is 
associated with high production costs. There are some limitations to customized production, 
including expensive price points, a longer wait to get a product, and possible geographical 
restraints. A new method of production, mass customization, makes up for the aforementioned 
limitations and uses aspects of both mass production and customization. Specifically, mass 
customization not only has high productivity like mass production but it also meets consumer 
needs for customized products with a competitive price along with various modes of collection 
(Cui et al., 2006). Since customized products reflect and embody a consumer’s individual desire 
and demand, the consumer is likely to build an emotional bond with the customized product and 
keep the product for a longer period of time rather than throw it away (Mugge et al, 2009). 
Therefore, customization can decrease waste from improper apparel consumption (Brunø et al., 
2017). 
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2.2.2 Customization in Fashion 
In the fashion arena, customization has gone against the fast fashion industry in attempts 
to attract more consumers (Seock, 2007). According to a survey, however, over 90% of the 
participants project that customization would be an essential strategy in the fashion industry 
(Yeung et al., 2010). The survey results support ongoing needs for differentiation, and 
customization encourages production flexibility for ensuring a variety of options and active 
responsiveness with consumers’ voice. This makes apparel business to shift from mass 
production to mass customization for better market segmentation (Seock, 2007).  
One of the prestigious research associations for sewn products presented three applicable 
customization concepts to the fashion industry: individualization, fit, and design. To be specific, 
consumers place an order for a standardized product produced via mass production and then 
tailor it to meet their desires and requirements (individualization). Since ‘fit’ is the most sensitive 
concern in the apparel industry, consumers can let producers know their body size/dimensions to 
make the products fit (fit). In addition, consumers can participate in the design of the product 
(co-design) so they can have their own unique item, which provides them with a special 
experience and memory (design) (Yeung et al., 2010). 
In the fashion industry, co-design is a representative customizable option (Yeung et al., 
2010). Co-design allows consumers to be part of the design process when creating their products. 
Since consumer needs gradually change over time, demands have become more complicated and 
more intangible. Therefore, consumers long for a meaningful and momentous experience 
embedded with goods and services to make unforgettable memories. To satisfy these demands, 
industries strive to provide products and services, including co-design programs, to boost a 
consumer’s experience (Fiore et al., 2004). For example, Adidas launched shoes that can be co-
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designed by having customers choose different colors for various parts of the shoe (Arora et al., 
2008). The shoes are also specifically made to fit the consumer’s feet (Mugge et al., 2009). 
Levi’s provides an individual with a design program that allows consumers to participate in 
designing their own pair of jeans, using various techniques such as imitation fur trim, laser tattoo 
carving, and beading. The advancement of technologies, such as computer modeling for tailored 
goods, enables lay consumers to act as designers, increasing the interactive experience (Fiore et 
al., 2004). The consumer-involved creative process results in a one-of-a-kind fashion product 
and can create value, experiences, and memories (Mugge et al., 2009). 
2.2.3 Beneficial Aspects of Customization 
2.2.3.1 Economic Benefits 
The current literature points out that adoption of customization systems attracts more 
customers and creates economic value (Fiore et al., 2004). Companies have benefited from the 
application of customization. Consumers are more willing to wait and pay extra money for 
customized products than they are for standardized products, which results in increased profits 
(Franke et al., 2009). Furthermore, by providing customized offerings, companies can boost 
consumer loyalty, which in turn lowers a consumer’s urge to switch brands (Yeung et al., 2010). 
For instance, individualized products provided by eBay.com and Amazon.com stimulate 
consumers’ emotional sensitivity and internal demands, which ultimately promotes and increases 
their emotional bond with the products and furthers brand loyalty (Zhou et al., 2013). 
Customization can also help reduce managerial errors. Once the customization system is 
utilized, negative managerial consequences, which are mainly caused by incorrect sales 
projections, are decreased. Thus, the amount of goods in stock and markdowns are also lower. 
  
15 
 
Furthermore, while the products are in the customizing process, the company is able to use 
consumer information, including preferences or tastes for certain products, which can be an 
informative source for consumer research. The knowledge gained during this process also 
enables companies to improve their responsiveness to consumers and, thereby, to reflect fashion 
trends more rapidly (Yeung et al., 2010). Consequently, customization provides companies with 
better profitability and increased managerial effectiveness. 
2.2.3.2 Environmental Benefits 
Customization is more environmentally responsible than other forms of production 
(Medini et al., 2015). Recently, consumers have begun to appreciate having a say in product 
concept and design, and are concerned about environmental issues at the same time. Consumers 
with a high level of environmental awareness are more likely to purchase eco-friendly products 
(Shen, 2014). To reduce the detrimental environmental impacts of the fashion industry, 
“sustainable mass customization” (SMC) has emerged as a solution. Sustainable mass 
customization was first introduced in Europe and aimed to tailor consumer desires with high 
efficiency and sustainable products (Medini et al., 2015). SMC ultimately pursues sustainability 
through environmentally friendly material choices, sustainable manufacturing facilities, eco-
friendly distribution, and green retailing (Shen, 2014). 
From a supplier’s perspective, the mounting pressure on the fashion industry to become 
more sustainable has resulted in continued efforts to reduce textile waste. For example, British 
brand Marks & Spencer introduced a classic clothing line made of recycled fabrics. Other 
fashion companies such as Nike and Timberland have also started to establish environmentally 
friendly apparel production lines (Shen, 2014). From a consumer’s perspective, SMC diminishes 
consumer apparel waste involving nearly new products (which results in negative ecological 
  
16 
 
impacts) by providing custom-made products that are based on an individual consumer’s 
demands (Medini et al., 2015). By implementing sustainable customization, companies can 
enhance brand image by demonstrating environmental and social responsibility, thus appealing 
to ethical consumers. Consumers can also enjoy having unique products made and express their 
ethical concerns about sustainability by possessing sustainable and customized fashion products 
(Shen, 2014). 
From a more technical perspective, many customization companies apply modular 
design, which facilitates effective production (Brunø et al., 2013). To be specific, the modular 
process allows companies to build a supportive basis for constant product recurrence and enables 
different projects to run simultaneously (Corti et al., 2011). For these reasons, modular 
architecture is typically known to generate less production waste. After terminating, modular 
architecture can be taken apart, and the components can be recycled for reassembly and 
reproduction, all in the pursuit of environmental sustainability. The results of a survey conducted 
with customization experts in academia and footwear companies support this idea, and showed 
that about 60% of respondents agreed that modularity decreased production waste 
(Pourabdollahian et al., 2014). 
Customization in the fashion industry also reduces waste by applying sustainable product 
design and pursuing lifespan increases. When designing a product, a company can selectively 
decide to use more eco-friendly materials. This results in decreased use of product inputs such as 
natural resources and reduces negative outcomes. Therefore, materials that reduce ecological 
impacts can be chosen, which would result in decreased energy and resource inputs, reduced use 
of chemicals, and reduced consumption of natural resources such as fossil fuels, water, and 
minerals (Corti et al., 2011). 
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Furthermore, by following sustainable requirements during the manufacturing process, 
modern high-tech manufacturing systems also play a critical role in minimizing energy usage 
and reducing the emission of air pollutants like greenhouse gasses. This manufacturing process 
includes the specification of precise and accurate design aims when using environmentally-
friendly equipment. This manufacturing system not only provides increased production 
effectiveness but also uses fewer resources (Corti et al., 2011). To summarize, customization 
allows the fashion industry to produce apparel products in a more sustainable way by applying 
modular design, utilizing sustainable product design, and using green manufacturing equipment. 
2.2.3.3 Consumers’ Benefits 
Consumers also benefit from customization. Sundar and Marathe (2010) emphasize that 
the unprecedented functional concept of customization includes the idea that consumers have an 
ability to create tailored products or content to fit their tastes on their own as opposed to being 
the recipient of the act “tailoring”, performed by another. This enables consumers to have a basic 
idea of how their products are produced. This is important because it allows consumers to play 
the role of “gatekeeper”, which can ultimately give consumers a sense of agency during the 
customization procedure and during use of the customized product (Sundar & Marathe, 2010).   
Customized products also lead to greater consumer fulfillment since the consumer 
receives exactly what they want (Yeung et al., 2010). However, customized products have 
previously been associated with higher price points, particularly during the craft production era 
which is before the industrial revolution. Craft production is a method of production that 
involves highly skilled artisans producing diverse tailored products (Zhou et al., 2013). However, 
modern mass customization enables a lower price point due to “economies of scale” through 
duplication (Jiao & Tseng, 1999). Moreover, customization allows consumers to modify the 
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products to fit their needs, offering a special memory of the exclusive shopping experience 
(Marathe & Sundar, 2011). 
Additionally, the concept of customization allows consumers to play an active role in the 
design of their product. In past decades, consumer roles have been passive, with consumers 
merely purchasing a product or service. However, customization provides consumers with an 
opportunity to be active in their purchasing decisions by allowing them to modify products to fit 
their own needs. Previous studies also show that customization satisfies a consumer’s desire to 
control the process, and allows for product adaption, a variety of options, and results in 
consumers playing an active role (Marathe & Sundar, 2011). Moreover, having consumers 
involved in the design process makes consumers feel that they are valued by the company 
(Adomavicius & Tuzhilin, 2005). 
There is wide agreement that customization offers consumers high-quality products that 
more closely match consumer desires and can be produced in a short amount of time (Sundar & 
Marathe, 2010; Yeung et al., 2010; Zhou et al., 2013). Adomavicius and Tuzhilin (2005) argue 
that if products appropriately reflect consumer preferences, the quality of the relationship 
between the company and consumer will improve in the long run, consequently resulting in a 
cycle of customization. 
2.3 Sustainable Model and Customization 
Due to environmental problems that are on the increase, sustainability has drawn a lot of 
attention both nationally and internationally (Medini et al., 2015). The World Commission on 
Environment and Development defines sustainability as “development that meets the needs of 
the present without compromising the ability of future generations to meet their needs” (Shen, 
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2014, p. 6237). The organization also suggested a short-term concept of sustainability and later 
extended this concept into a long-term agenda called the “Triple Bottom Line” (shown in Figure 
1).  This agenda is aimed at successful sustainable progress and highlights three major features: 
environmental, social, and economic equity (Jung & Jin, 2016; Park & Kim, 2016; 
Pourabdolalahian, 2011). First, the environmental feature is associated with efficient resource 
usage and preventing the exhaustion of natural resources. Second, the economic feature is vital 
for economic sustainability, and encompasses long-term activities such as a secure employment 
(Park & Kim, 2016) and “ethical investment” (Corti et al., 2011). Lastly, social sustainability is 
the “transparency” component (Jung & Jin, 2016b). 
In terms of sustainability, since the fashion industry is complex with various supply 
chains for production, which uses a lot of natural resources and chemicals (Sweeny, 2015), it is 
highly sensitive to environment and society. Admittedly, in past decades, the fashion industry 
(especially fast fashion) has been blamed for a low-wage, sweatshops environments, terrible 
working conditions, and child labor that have been prevalent especially in developing countries 
in order to keep up with the increasing demand of production, which is caused by the fashion 
market being more globalized and more competitive (Ertekin & Atik, 2015). To rectify the 
situation, it is imperative for the fashion industry to take action towards sustainable supply-chain 
management by meeting all features of the Triple Bottom Line (Shen, 2014). 
Customization could play a pivotal role in the development of an economically, 
environmentally, and socially sustainable fashion business by satisfying all three requirements of 
TBL. Hankammer and Steiner (2015) argue that customization is economically sustainable 
because customized products and services based on personal preferences have allowed 
companies to achieve increased profits by ensuring a price premium. Moreover, customization is 
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not only economically profitable but is also eco-friendly because it helps prevent overproduction 
and decreases resource inputs by producing custom-made products instead of a large amount of 
inventory (Hankammer & Steiner, 2015). Finally, as one of the representative examples of 
customization, co-design encourages transparency, which is socially sustainable. The practice of 
co-design reduces the distance between suppliers and consumers, thereby fostering a more 
reliable and transparent system and allowing consumers to collaborate with designers and 
producers (Jung & Jin, 2016b). 
 
Figure 1. The Pillars of Sustainability (Adams, 2006) 
2.4 Theoretical Framework  
 The theoretical framework of the current study is developed based on the employment of 
Consumer Decision Process (CDP) model (See Figure 2). The model proposed by Blackwell et 
al. explains different stages of consumer behavior that consumers commonly experience when 
making a decision of purchasing products. The model is divided into three stages; pre-purchase, 
purchase, and post-purchase stages. The pre-purchase stage is comprised of need perception, 
search for information, and pre-purchase evaluation of alternatives. The second phase “purchase 
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stage” refers to actual activities of purchase and consumption. Lastly, the post-purchase stage 
includes post-consumption evaluation and divestment (Teo & Yeong, 2017).  
The CDP model is a fundamental underlying structure for the present study to be able to 
build a theoretical viewpoint. Pre-purchase includes initiative factors that influence 
customization purchase activities either indirectly or directly. Purchase stage is highly associated 
with attitude toward buying customization. Lastly, post-purchase factors include behavior or 
attitudinal aspects of customized products that are related to sustainable consumption. 
Importantly, consumers’ internal psychological elements/values have significantly determinant 
impacts on the attitude toward customized products throughout those stages, especially pre-, and 
purchase stages, for figuring out what makes consumers determine what to buy and what leads 
them to actually do purchasing act (Vlasceanu, 2013). Thus, the major stages this current study 
concentrated on were a pre-purchase evaluation and purchase act. For example, in the pre-
purchase stage, consumers have to go through psychological conflict process in their mind before 
purchasing a product. We can assume if a consumer has a higher level of need for uniqueness, 
the consumer may perceive customized products to be a great tool to express their distinctiveness 
because customized products were born to embrace a valuable and one of a kind trait of 
consumers by fulfilling their preferences. In this respect, investigating psychological factors on 
aforementioned stages (pre-/ purchase stage) will lead to a better understanding of consumers’ 
purchase decision process and develop criteria for target customers.   
 
Figure 2. CDP (Consumer Decision Process) Model 
Pre-purchase Purchase Act Post- purchase
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 In a similar vein, as the global market environment has become more and more 
competitive and complex, it is essential for companies to understand consumers’ purchase 
decision process to strengthen competitiveness in order to survive in the market  (Foxall et al., 
1998). Due to the development of information technology (e.g., social network services like 
Facebook or Instagram), the people’s involvement in various ways in which consumers are able 
to show their identities or personalities has been significantly increased (Chernev et al., 2011). In 
addition, today’s successful marketing is heavily decided by corresponding all business areas 
(i.e., products, services, etc.) to fulfill consumers’ preferences and needs (Foxall et al., 1998).  
Accordingly, understanding consumers’ psychology can help planners and retailers to 
gain essential knowledge as a tool to examine how complex psychological elements influence 
their purchase choices (Foxall et al., 1998). In line with the previous content, the agency model 
of customization introduced by Sundar (2008) contends that the consumers’ psychological 
motivation for actual consumption is the underlying marketing philosophy of the customization 
system by facilitating the user’s ability for the source of content (Sundar & Marathe, 2010). The 
model emphasizes the consumer self as “self of source” and the self of source plays a role as a 
major intermediary between technological components such as “interactivity” and psychological 
reaction. Research explains that customers who are willing to be a gatekeeper, the new technical 
system also provides the customer's a more powerful role of agency (Stavrositu & Sundar, 2012). 
From the psychological view, customization has the ability to saturate a powerful individual 
agency by allowing consumers to take charge of modifying the product to create something 
unique and useful to them (Marathe & Sundar, 2011). Thus, it is insightful and beneficial to 
understand what consumers’ psychological concepts are practically influential on customized 
apparel products. The next section will discuss literature on psychological concepts. 
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2.5 Research Hypotheses 
2.5.1 Self-promotion  
 Self-promotion is considered as a one of the strategies to boost self-confidence in 
impression-management and is revealed that individuals specify directly their strengths to 
influence positive impressions of themselves by others (Bolino & Turnley, 1999). To be specific, 
self-promotion includes self-confidence of one’s achievements, boasting of having one’s talent 
or skills, and striving to develop internal characteristics in order for achievements. Self-
promotion also has been activated dominantly to gain one’s positions and to increase 
attractiveness, especially in competitive situation over limited resources such as job interviews 
(Rudman et al., 1998). Leary and Kowalski (1990) argued that every year, a tremendous amount 
of money is spent on appearance improvement such as diet, fashion items, and plastic surgery in 
the US. Such activities are prevalent in order to be more appealing to observers in impression-
management. Past research stated that self-promotion is the most straightforward way for 
individuals to be able to control observers’ impressions of themselves (Bolino & Turnley, 1999). 
In line with the literature, Moon et al (2016) show that self-promotion is strongly driven from 
narcissism that focuses on a positive self-view including physical apprearance, social popularity, 
and intelligence.  
Perception was defined as the process that people choose, organize, and interpret 
“sensory receptors (e.g., eyes, ears, nose, mouth, fingers, skin) to basics stimuli such as light, 
color, sound, odor, and texture” (Solomon, 2013, p 46). The perception of the customization 
indicates how consumers perceive customized products. According to past literature, individuals 
with high self-promotion tend to enhance their impressions and images to others in an 
impression-management (Bolino & Turnley, 1999). Thanks to the characteristics of scarcity and 
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uniqueness, custom-made products seem to be well applied as an effective tool of self-promoting 
to improve ones’ impressions in public rather than standardized products. Showing or possessing 
rare products will help express ones’ unique personalities to others, eliciting their favorable 
reactions. This leads to that customization would be more engaging to ones with high self-
promotion rather than to their counterparts. That is, people with high self-promotion are more 
likely to perceive customization as favorably.  
Self-extension is defined as affection for or adoration of different kinds of objects 
(Kiesler & Kiesler, 2004). Scholars have asserted that extended-self is presented through 
physical objects or possessions because a specific possession has a symbolic significance 
representing one’s identity and oneself  (Kiesler & Kiesler, 2004). Belk (1988), however, argues 
that extended-self is shown not only through material objects but also involves places, body 
parts, friends, family members, and houses. It is essential for marketers to know that meaningful 
products can be different, depending on whether or not the person is considering those products 
as themselves (Belk, 1988). This is because such objects are highly related with a consumer’s 
personal purposes reflecting their unique identity (Wong et al., 2012), and customized products 
embrace a consumer’s needs and preferences. People with high self-promotion tend to strive to 
improve their appearance by wearing fashion products to enhance their physical attractiveness. 
This is done in order to create favorable impressions to others, and it is more likely that people 
select items that can help express themselves in more attractive ways to gain others’ better 
evaluations. Since customization permits consumers to design their products, embedding their 
unique personalities into the products, customized apparel products are more likely to be 
regarded as an extended-self to consumers with a high sense of self-promotion. In this respect, 
the following hypotheses are proposed: 
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H1a. Self-promotion has a positive effect on perception of customization. 
H1b. Self-promotion is positively associated with a sense of extended-self offered by 
customized apparel products. 
2.5.2 Need for uniqueness 
 Need for uniqueness is defined as to what extent individuals place emphasis on “scarcity” 
that is shown varied by individuals (Park et al., 2013). Tian et al (2001) delineated the need for 
uniqueness is the people’s desire of being different from others by distinct purchase, usage, and 
disposal of products to improve within the social setting. Similarly, the possession that the 
individuals selected to show others make the individuals stand out from a large community or 
association that he or she belongs to (Tian et al., 2001). In a similar vein, people try to build self-
impressions to others by displaying not only verbal communications but also non-verbal 
attributes such as adoption of noticeable belongings (Leary & Kowalski, 1990).  
Instinctively, people like to be a member of the social group and to manage a good social 
life without being conspicuous within the group, however at the same time people are apt to be 
content with themselves being exclusive and distinct from others. In addition, by being self-
reliant, people receive favorable evaluations because self-reliance is regarded as a robust 
attribute. Cheema and Kaikati (2010) argue that people with a high level of need for uniqueness 
are more likely to obtain rare products to make sure they are different from others by showing 
those rare products. It is not surprising that those consumers not usually buy products that are 
already popular with a majority of people, thus having the item does not fill their desire of 
uniqueness. In order to purchase unique products, uniqueness-pursuing consumers are more 
willing to put effort, such as time and money, into purchasing products than consumers with a 
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low level of uniqueness. Interestingly, people with a high need for uniqueness are reluctant to 
give useful and resourceful information to others about the products they possess because they 
are concerned about the products gaining popularity, making them not unique anymore. That is, 
consumers with a high level of need for uniqueness are afraid of their individualities being 
attacked when others look for similar products or items (Cheema & Kaikati 2010).  
Park et al. (2013) show that the need for uniqueness has a strong effect on purchase 
intention of customized products in Internet environment settings in a sense that the products 
satisfy a consumer’s desire for higher social status. They explain that people’s desire for 
uniqueness to be differentiated from others is derived from two forces: improving “internal and 
external image” (Park et al., 2013). In other words, possessing extraordinary items make owners 
feel special and at the same time keep others from duplicating the products (Park et al., 2013). 
Arora et al. (2008) argue that customization highlights distinctiveness and assure the custom-
made good is one-of-a-kind. Such unique seeking attributes of customization can help consumers 
to be separable from each other. With this respect, the customized products will be appealing by 
consumers who are highly engaged in the sense of standing-out.  
Objects are commonly considered as extended-self, and the extended-self through objects 
is activated when one possesses or wears the products that effectively mirror owners’ unique 
identities (Wong et al., 2012). Since custom-made products are designed based on consumers’ 
individual preferences, it is expected that customized products rather than standardized products 
represent consumers’ unique personalities. Once customized products bear consumers’ exclusive 
traits, consumers are likely to regard customized products as symbolic consumption, embedding 
part of the consumers’ selves into the products. Regarding this, the ones with high desire of need 
for uniqueness are likely to associate with one-of-a-kind items like customized apparel products 
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that can appropriately define their identities which is extended-self. This leads to the following 
hypotheses: 
H2a. The sense of need for uniqueness positively influences perception of customization 
H2b. The sense of need for uniqueness positively influences extended-self offered by 
customized apparel products. 
2.5.3 Self-expression  
Self-expression refers to “assertion of one’s individual traits” and includes “expression of 
thoughts, preferences, and feelings” (Kim & Sherman, 2007, p. 1). Kim and Drolet (2003) 
delineated that an individual’s desire of self-expression including free will, emotions, and beliefs 
is displayed through making choices in one’s entire life. Increasingly, people express who they 
are by choosing and showing a product they like (Kim & Drolet 2003). Mugge et al (2009) also 
highlighted that people care for their possessions deeply because the products can express who 
they are and what kind of person they wanted to be. 
As noted earlier, due to corporations’ dramatic marketing transformation such as mass 
customization, consumers become able to express their identities in widely diverse ways. In 
addition, the enormous expansion of social media (i.e., Facebook. Twitter, Instagram, etc.) 
provides more and more favorable and optimum circumstances that encourage people to express 
themselves freely (Chernev et al., 2011). Kim and Drolet (2003) supported that individuals 
present their unique preferences by choosing or wearing products. Since customization allows 
consumers to articulate their distinctive personalities, possessing such products is a preferable 
choice for people with high self-expression. Thus, it is likely that the increasing desire of self-
expression is deeply associated with the positive perception of customized products.  
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Moreover, research on consumers’ psychological attributes on different cultural bases by 
Kim & Sherman (2007) illustrated that consumers with high self-expression tend to spend more 
resources on the choice decision, and once decided, they are more likely to express their affinity 
toward the products. In a similar vein, it is expected that people with a strong desire of self-
expression are highly interested to adorn themselves with fashion products to express their 
unique identities, thereby it is likely that such desire causes a craving for products that can make 
consumers feel more special and can explain what kind of people they are. Because consumers’ 
personal characteristics became implanted in customized apparel products, consumers with 
strong self-expression are likely to adopt the customized products and to recognize the products 
as part of themselves. Thus, consumers with high a level of self-expression seem to seek a sense 
of self-extension provided by customized apparel products. In other words:  
H3a. Self-expression desire positively influences perception of customization 
H3b. Self-expression desire positively influences a sense of extended-self offered by 
customized apparel products. 
2.5.4 Social-identity 
Social-identity is defined as individual’s perception of membership in the social 
community they belong to, as well as a sense of belonging to the group itself (Lee & Sundar, 
2014). Social identity theory delineates that people tend to categorize both themselves and other 
people into certain groups according to their characteristics such as religion, gender, or age 
(Ashforth & Mael, 1989). People also have a natural instinct for trying to be well integrated into 
those groups those they belong to, absorbing and obeying norms and rules by repressing their 
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opposing beliefs or thoughts to avoid an isolation and disharmony from members in the group 
(Kim & Park, 2011; Leary & Kowalski, 1990).  
Those social groups play two important roles; they perceivably classify social settings 
and make people understand the methodical process of identifying others and perceived social 
categorization also allows people to identify where they are within social communities (Ashforth 
& Mael, 1989). In addition, past research stated that the members in a same social group 
experience and share a great degree of emotional connection when they define themselves and 
share a general agreement on assessment of their affiliation (Tajifel & Turner, 2004).  
In terms of appearance, similar visual appearance with other members has a powerful 
ability to boost the membership and group identification like wearing identical group uniforms or 
possessing symbolic group badges are good examples. Furthermore, since people are more likely 
to feel a sense of belonging and emotional bonding to a group by seeing people who are 
physically alike within the group, it is not surprising for them to conform to those assemble 
people rather than others who are not similar. Distinctive personal appearance, on the other hand, 
impedes a sense of community and fellowship by revealing personal distinctions from others in 
the group (Kim & Park, 2011). Consumption has been chosen as a tool to depict one’s social 
status and the groups with which they associate (Foxall et al., 1998). However, since customized 
products are highly related to the presentation of the distinctive aspect of self, people who have a 
strong sense of social identity might refrain from wearing or possessing customized products in 
order to retain the conformity among the people in organizations, avoiding isolation. Thus, high 
social-identity is less likely to associate with positive perception of customization. 
The strong sense of social-identity prioritizes group conformity over individual self-
presentations. In a similar vein, since the strong sense of social-identity tends to keep people 
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from being conspicuous and distinct by possessing unique items among groups or associations, it 
is expected that fashion items such as customized apparel products that bear unique 
individualities might be refrained from in order to keep community spirit. This implies that 
people with strong social-identity prefer to select already-popular or widely accepted products 
rather than customized apparel products. Those standardized featureless products that do not 
properly reflect ones’ unique appearance and personalities are less likely to relate to extended-
self. That is, consumers with strong social-identity are less likely to adopt customized apparel 
products and consider them as part of themselves. Therefore, the following hypotheses are 
proposed: 
H4a. Sense of social identity negatively influences consumers’ perception of 
customization. 
H4b. Sense of social identity negatively influences consumers’ sense of extended-self 
offered by customized apparel products. 
2.5.5 Self-monitoring  
 The theory of self-monitoring explained that self-monitoring represents the degree to 
which people control and observe their self-presentation in accordance with social norms (Cass, 
2001). Individuals with high self-monitoring tend to manage their self-presentation receptively 
based on the situational appropriateness by following public favored features. Contrastively, 
people with low self-monitoring do not have strong motives or willingness to control their self-
presentations (Snyder & Gangestad, 1986). Such different levels of personal self-monitoring 
traits can be affected by products or brand selections mainly due to the different considerations 
of the importance and aesthetic features. According to survey in past research, in evaluating 
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quality of two different vehicles, participants with high self-monitoring rated high scores for a 
sport car, whereas others with low self-monitoring preferred functional car rather than good-
looking cars because they thought fancy appearance might be to cover some defects (Cass, 
2001). Thus, high self-monitoring individuals put more values on their appearance than low self-
monitoring people. The self-monitoring consumers acknowledge that products and belongings 
effectively convey and represent themselves to observers, and self-motivators’ solid motivation 
would lead to a fashion clothing choice as long as the choice is socially acceptable. Since fashion 
clothing embrace symbolic meanings, it can be applied for high self-monitoring individuals to 
adjust their self-image. Especially, females in this group appear to engage in clothing to gain 
social consensus by playing a role as fashion opinion leaders (Cass, 2001).  
People with higher self-monitoring are reported to be more engaged in a visual self-
presentation to represent themselves to others by carrying and having personal belongings or 
products. Based on different levels of self-monitoring, consumers decide about consumption 
choice. Given the fact that rare and unique items like customized products can highlight 
consumers’ own individualities, individuals with high self-monitoring are more likely to be 
interested in customized products rather than counterparts, having a positive attitude toward 
customization. 
As stated earlier, people with high self-monitoring further emphasize an aesthetic value 
(i.e., good-looking and fancy aspects) rather than a utilitarian value (i.e., practical or functional 
aspects). Lee & Workman (2014) argue that since high self-monitoring consumers than their 
counterparts care more about physical appearance, they perceive the fashion products useful to 
convey a visual impression, and accumulate more knowledge on fashion items than low self-
monitoring consumers. Therefore, high self-monitoring consumers are more likely to adopt 
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customization to take advantage of its scarcity and distinctive features to improve their inherent 
selfness, illustrating their esthetic values by tailoring their own products. Once products are 
designed based on consumers’ own aesthetic needs, it is likely that a consumer with high self-
monitoring thinks the product is not an object itself but a part of her/his self. Thus, higher self-
monitoring would lead to higher desire of extended-self provided from customized apparel 
products. Thus, the hypotheses below are developed: 
H5a. The desire of self-monitoring is positively related with perception of customization. 
H5b. The desire of self-monitoring is positively related with extended-self offered by 
customized apparel products. 
2.5.6 Other-directedness 
Other-directedness is defined as the extent to which ones are affected by other people and 
their anticipation (Lee & Sundar, 2014). Other-directedness stems from self-monitoring whose 
theory accounts for the way individuals manage their “self-presentation” by modifying their 
behaviors depending on simultaneously changing-circumstances (Lennox & Wolfe, 1984). It is 
unarguable that people have a continuous curiosity about how others feel and perceive them 
(Leary & Kowalski, 1990). There are three different social attributes, which all impose social 
conformity to fit social norms and standards in a certain way. First, aforementioned other-
directedness from self-monitoring explains that one’s social behaviors are affected by others. 
Zinkhan and Shermohamad (1986) illustrated other-directedness is to ensure correspondence by 
living up to other’s expectations. Second, tradition-directedness is the social type that forces the 
conformity by implanting a strong inclination to act in accordance with tradition. Lastly, inner-
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directedness is the social type that ensures the conformity by building a powerful inclination at 
an early age to achieve the goals incorporated with oneself.  
A previous research points out that people in the US are transforming from the phase of 
inner-directedness to other-directedness, which includes that consumption decision is extremely 
contingent on others’ recommendation or support especially on the principles of the peer group 
(Zinkhan & Shermohamad, 1986). To be specific, psychology research shows that people with 
higher other-directedness tend to have introverted characteristics such as being shy, nervous, low 
confidence (Lennox & Wolfe, 1984) and follow others without expressing their own opinions 
(Lee & Sundar, 2014). These people, therefore, look at their lives as considerably formed by 
significant others, especially by peers in similar social status and age who share their values. 
Interestingly, few studies on the relationship between luxury consumption and other-directedness 
have been conducted, those that have found that buying luxury brands is considered as a booster 
of other-directedness in both individualist and collectivist settings from a cross-cultural point of 
view (Kim et al., 2016).  
Individuals are constantly looking for social and cultural value through fashion - that is, 
what they are wearing - which is also called “visual communication” (Lee & DeLong., 2017). In 
addition, people tend to identify themselves by what products they buy and adorn themselves 
with. According to the article, consumers with high other-directedness who are concerned with 
others’ opinions and expectations are more likely to follow others without being standing-out. 
That is, high other-directed people are more likely to prefer already-popular or standardized 
fashion products. Since customized fashion products are more likely to act as a visual tool for 
individuals to express their distinctions from others in public as opposed to standardized 
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products (Park et al., 2013), people who are more conscious about others may not tend to 
perceive customized products as attractive. 
Likewise, given the conformity-seeking characteristic of other-directedness, it would not 
trigger motives or willingness to possess or adopt anything unique that causes individuals to 
differentiate from others. In general, products which lack distinction are hardly considered to be 
special or meaningful by consumers. Since other-directed consumers seek the popularity of the 
fashion products based on their own introverted characteristics, customization with uniqueness 
and distinctiveness would not be appealing to those consumers. Thus, it is more likely that 
consumers with high other-directedness connect with standardized products rather than unique 
customized apparel products. This means that it is less likely for high other-directed consumers 
to deem those standardized products as their other selves due to lack of selfhood reflected into 
the products. In this regard, the following hypotheses are formulated: 
H6a. Individuals with high other-directedness are less likely to have positive perception 
of customization. 
H6b. Individuals with high other-directedness are less likely to build sense of extended-
self offered by customized apparel products. 
2.5.7 Perception of Customization 
Generally, the positive perceptions of the products (e.g., high quality and fancy styles) 
can ultimately bring about positive consequences such as purchase decisions (Cronin et al., 
2000). The consumer’s perception can be built by accumulating a sense of connection with 
products such as the experience of a brand including products’ attributes and values. Such 
established connection with products brings about the positive perception of the brand, 
  
35 
 
promoting consumer’s purchase intentions of the products and furthering increasing brand 
loyalty (Huang et al., 2015). For these reasons, many researchers agree that it is critical and 
essential for marketers and retailers to understand consumers’ perceptions toward products in 
order to grasp consumers’ consumption patterns to effectively promote products (Belk, 1988; 
Noble & Walker, 1997). Based on the synthesized literature above, consumers who perceive 
customization favorably are more likely to have a purchase intention of customized apparel 
products. In other words: 
 H7. Consumer’s positive perception of customization is highly associated with purchase 
intention of customized apparel products.  
2.5.8 Self-extension 
According to past literature, self-extension is shaped by symbolic consumption at the 
time of “liminal transition”(Noble & Walker, 1997). Symbolic consumption, such as self-gift 
buying and plastic surgery for the cosmetic purposes, can support customers to take a new role, 
thus reformulating themselves as a critical life event passes (Noble & Walker, 1997).  
An empirical study conducted by Kiesler and Kiesler (2004) have shown that participants 
who designed the rock only for their possession tend to agree the rock stands for themselves 
rather than those who designed the rock for the market to sell. In line with the previous context, 
Wong et al (2012) also explained that in order to shape their individualities consumers use their 
personal belongings, to join the community where they belong to, and to interact with others. In 
addition, products play an important role for people to link to their own history and memories 
(past), current selves (present), and becoming desirable selves (future). Especially as people age, 
they tend to consider products such as gifts or photos of people as more special and precious due 
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to their valuable symbolic meaning. These possessions are also believed to act as both a part of 
oneself and as influential to the growth of oneself (Belk, 1988). 
Customized products are basically designed to individual customer’s tastes and 
preferences to elicit different aspects of themselves, it is plausible that the consumers are more 
likely to purchase custom-made products, considering these products as a part of themselves 
(self-extension) rather than standardized products. Consequently, it is likely that customized 
products are purchased due to the fulfillment of consumers’ self-extension (Lee & Sundar, 
2014). This leads to the following hypothesis; 
H8. Extended-self positively leads to consumers’ purchase intention of customized 
apparel products.  
To examine the impacts of psychological influences on adoption of customized products, 
the different psychological concepts are presented: self-promotion, need for uniqueness, self-
expression, social-identity, self-monitoring, and other-directedness. All aforementioned factors 
have been considered as cognitive conflicts which can commonly occur during the pre-purchase 
stage (Vlasceanu, 2013). Such psychological conflicting process will be followed by mediating 
process, perception of customization, and extended-self in this study. Then, these mediators 
ultimately affect consumer’s buying intention of customized apparel products which are deemed 
to occur on the purchase stage. The model of proposed hypotheses is illustrated in Figure 3. 
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Figure 3. Proposed Hypotheses Model 
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CHAPTER 3. RESEARCH METHOD 
The current study was designed to determine the influence of psychological factors on 
consumers’ purchase intention of customized apparel products.   
3.1 Sampling and Data Collection 
The resent research was conducted in an online survey to gather data. A majority of 
research on consumer behavior has utilized online survey techniques, therefore it was deemed 
appropriate to employ an online survey to collect data in this study. By using this technique, 
researchers are able to analyze behavior patterns from a large population (Bloch et al., 1994). A 
purposive sampling strategy was also applied. By sampling young students, the study can ensure 
a homogeneity of the sample with strong internal validity that is highly recommended by past 
literature for the theory-based application (Cordell et al., 1996). Therefore, undergraduate 
students were recruited as subjects for the study. Participants were recruited among fashion and 
business major students from a large university located in the Southeastern region of the US. An 
online survey was administered and invitation emails were sent to the sample population with a 
link to the survey through Qualtrics in April through May 2017. With permission from 
instructors, the purpose of the survey was explained and active participation was encouraged in 
the classroom. Extra credit points were given as an incentive to promote their completion of the 
survey.  
3.2 Instruments 
 The questionnaire began with a consent form, which included the explanation of research, 
the researcher’s contact information, and an option to either accept or reject the survey. When a 
respondent rejected to participate, they were redirected to end of the survey. Demographic 
questions such as gender, age, ethnicity, education, and income were asked first. Aside from 
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demographic questions participants were asked to choose their level of agreement with each 
statement on a 5-point Likert scale ranging from 1 (strongly disagree) to 5 (strongly agree). To 
find how each variable affects consumer’s buying intention of customized products, scales were 
borrowed from previous research and will be discussed below. Table 1 shows the format of the 
online questionnaire. 
In order to measure the independent factors extant scales were adopted. First, the four 
items from impression management scales by Bolino and Turnley (1999) were adopted to 
measure self-promotion. Participants are questioned the degree of agreement on each statement 
utilizing 1= “strongly disagree” to 5= “strongly agree”. Second, need for uniqueness was 
measured using the three items came from Tian et al (2001)’s scale. Next, the three items from 
Kim and Sherman (2007)’s Value of Expression Questionnaire (VEQ) were employed to 
measure self-expression. Respondents were requested to indicate the level of agreement on three 
each statement. To measure participant’s social identity, the three items from a revised version of 
the social identity scale by Cheek et al (2002) were used. The participants were asked to indicate 
how important the statements are, utilizing 1= “extremely unimportant to 5= “extremely 
important”. In terms of self-monitoring, the four items were borrowed based on a revision of the 
self-monitoring scale by Lennox & Wolfe (1984). To measure other-directedness, three items out 
of revised self-monitoring scales by Lennox & Wolfe (1984) were also employed.  
Then, mediating factors were measured. Regarding customization perception, the three 
items were applied from scales developed by Goldsmith and Freiden (2004). In order to examine 
whether people consider customized products as a part of their extended-self, the three items 
from a self-extension measurement by Schifferstein and Zwartkruis-Pelgrim (2008) were 
borrowed. Lastly, to measure purchase intentions of customized apparel products (a dependent 
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variable), the participants were asked to indicate the level of willingness to a statement: “I am 
willing to buy customized apparel products in the next 12 months.” utilizing 1= “definitely not” 
to 5= “definitely”. 
Table 1. Research Construct Measure 
Construct 
Adopted 
From 
Code Items 
Self-
promotion 
Bolino, M. 
C., & 
Turnley, W. 
H. (1999) 
SP1 
SP2 
 
SP3 
 
SP4 
I try to make people aware of my talents or qualifications. 
I try to let others know that I am valuable to the 
organization. 
I try to let others know that I have a reputation for being 
competent in a particular area. 
I make people aware of my accomplishments. 
 
Need for 
uniqueness 
Tian, K. T., 
Bearden, W. 
O., & 
Hunter, G. L. 
(2001) 
NU1 
 
NU2 
 
NU3 
I am often on the lookout for new products or brands 
that will add to my personal uniqueness. 
Having an eye on products that are interesting and 
unusual assists me in establishing a distinctive image. 
I often try to find a more interesting version of run-of-
the-mill products because I enjoy being original. 
 
Self-
expression 
Kim H. S. & 
Sherman, D. 
K. (2007) 
SE1 
SE2 
 
SE3 
 
My opinions and preferences tell me who I really am. 
Those who are close to me know my preferences and 
opinions on many issues. 
I know preferences and opinions of those who are close 
to me. 
 
Social 
identity 
Cheek, J. M., 
Smith, S., & 
Tropp, L. R. 
(2002) 
SI1 
SI2 
SI3 
Having mutually satisfying personal relationships. 
Developing caring relationships with others. 
Having close bonds with other people. 
 
 
Self-
monitoring 
 
 
Lennox, R. 
D., & Wolfe, 
R. N. (1984) 
SM1 
 
SM2 
 
SM3 
 
SM4 
I have the ability to control the way I come across to 
people, depending on the impression I wish to give them. 
In social situations, I have the ability to alter my behavior 
if I feel the need to do so. 
I can usually tell when I’ve said something inappropriate 
by reading it in the listener’s eyes. 
I am often able to read people’s true emotions correctly 
through their eyes. 
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Continued    
Construct 
Adopted 
From 
Code Items 
Other-
directedness 
Lennox, R. 
D., & Wolfe, 
R. N. (1984) 
OD1 
 
OD2 
 
OD3 
I try to pay attention to the reactions of others to my 
behavior in order to avoid being out of place. 
When I am uncertain how to act in a social situation, I 
look to the behavior of others for cues. 
The slightest look of disapproval in the eyes of a person 
with whom I am interacting is enough to make me 
change my approach. 
 
Perception Goldsmith, 
R. E., & 
Freiden, J. B. 
(2004) 
PC1 
PC2 
PC3 
 
 
Customized products are a good idea. 
I’d like to see more customized products offered. 
Customized products are worth what you pay for them. 
 
Extended-
Self 
Schifferstein, 
H. N. ., & 
Zwartkruis-
Pelgrim, E. 
P. H. (2008) 
ES1 
 
ES2 
 
ES3 
 
If I lost the customized apparel product, I would feel like 
I had lost a little bit of myself. 
If I were describing myself, the customized apparel 
product would likely be something I would mention 
The customized apparel product reminds me who I am 
 
3.3 Data Analysis 
 The current study adopted Structural Equation Modeling (SEM) for data analysis in order 
to achieve the purpose of this study and to examine the hypotheses effectively. SPSS 24 and 
AMOS 24 statistic programs were used. With SPSS 24, descriptive analysis was adopted to 
determine general characteristics of the study population, and Cronbach's Alpha was used to 
examine reliability. AMOS 24, a confirmatory factor analysis, was used to examine how multiple 
independent indicators of a latent variable establish the construct of interest, whereas Structural 
Equation Modeling was assessed to test hypotheses. 
 SEM is known as a multivariate analysis method for examining structural relations, and it 
is composed of factor analysis and multiple regression analysis and is employed to evaluate the 
structural relationship of observed measures to their latent constructs (Vinodh & Joy, 2012). This 
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study adopted SEM because it is effective and suitable for evaluating causal positioning of 
variables as well as testing an individual variable’s strength of impacts on another variable 
(Scarpi, 2006). For better use of SEM, Anderson and Gerbing (1988) recommend that a two-step 
approach is necessary: a measurement model and structural model. By employing a combination 
of these two, researchers are able to achieve a thorough confirmatory estimation of construct 
validity. 
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CHAPTER 4. RESULTS  
4.1 Participants Description 
Participants of the current study were recruited in one of the large universities in 
southeastern in the United States. Total 371 respondents participated in the survey and 338 valid 
data (91.1%) was gained after ruling out unengaged responses.  
Majority of participants were females (69.2%), and 92.9% of respondents is within the 
range of 18-25 years old. The mean age is 22.56. In terms of ethnicity, the largest portion of 
respondents were White/ Caucasian (70.4%), following by African American (13.9%), 
Asian/Pacific Islander (7.7%), and Hispanic/Latin American (4.7%). Regarding participants’ 
education level, nearly half of the respondents (50.3%) completed college, and 38.5% of the 
respondents answered high school graduates as their highest level of education they have 
completed. Lastly, 38.2% of participants replied their family income was US $100,000 or above, 
following by “less than US $19,999” (18.6%), and the answers about rest of the categories of 
incomes were distributed with small differences, showing between 10.4% and 11.2%; see Table 
2. 
4.2 Measurement Model 
Initially, exploratory factor analysis (EFA) with principal component analysis, using a 
Varimax rotation was conducted as a scale purification process in order for scale’s 
dimensionality. As a result, the model of eight factors with twenty-six items was appeared. Every 
factor loading ranged from .67 to .86 and seemed good. Seventy-two percent of the total variance 
were explained by these eight factors and KMO measure of sampling adequacy indicated .81. 
Lastly, all communalities have shown in good shape, ranging from .52 to .84. The rotated 
component matrix showing the factor loadings of each items and Eigenvalues are shown in Table 
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3. Kaiser’s criterion (1960), most commonly used and popular in statistical packages, specify the 
factors whose eigenvalues are greater than one can be retained and used for further analysis 
(Courtney, 2013; Basto & Pereira, 2012).  
Table 2. General Characteristics of Study Population 
 Male % Female % Total % 
Samples 104 30.8% 234 69.2% 338 100% 
Age (year)       
   18-25 94 90.4% 220 94.0% 314 92.9% 
   26-35 6 5.8% 10 4.3% 16 4.7% 
   36-50 3 2.9% 3 1.3% 6 1.8% 
   61-70 1 1.0% 1 0.4% 2 0.6% 
Ethnicity       
   African American 15 14.4% 32 13.7% 47 13.9% 
   Hispanic/ Latin American 2 1.9% 14 6.0% 16 4.7% 
   White/ Caucasian 78 75.0% 160 68.4% 238 70.4% 
   Asian/Pacific islander 5 4.8% 21 9.0% 26 7.7% 
   Other 4 3.8% 7 3.0% 11 3.3% 
Education       
   High school graduates 33 31.7% 97 41.5% 130 38.5% 
   Some college 58 55.8% 112 47.9% 170 50.3% 
   College graduate 8 7.7% 18 7.7% 26 7.7% 
   Master/MBA 1 1.0% 3 1.3% 4 1.2% 
   PhD. 4 3.8% 3 1.3% 7 2.1% 
   Other 0 0.0% 1 0.4% 1 0.3% 
Employment       
   Employed 49 47.1% 114 48.7% 163 48.2% 
   Unemployed 3 2.9% 14 6.0% 17 5.0% 
   Retired 2 1.9% 0 0.0% 2 0.6% 
   Students 50 48.1% 106 45.3% 156 46.2% 
Family Income       
   Less than $19,999 27 26.0% 36 15.4% 63 18.6% 
   US $20,000- $39,999 9 8.7% 26 11.1% 35 10.4% 
   US $40,000- $59,999 10 9.6% 27 11.5% 37 10.9% 
   US $60,000- $ 79,999 6 5.8% 32 13.7% 38 11.2% 
   US $80,000- $ 99,999 9 8.7% 27 11.5% 36 10.7% 
   US $100,000 or above 43 41.3% 86 36.8% 129 38.2% 
 
45 
 
Table 3. Exploratory Factor Analysis Results 
 
Items 
Factors Eigen 
 value  F1 F2 F3 F4 F5 F6 F7 F8 
 
Self- Promotion         6.20 
SP1 I try to make people aware of my talents or 
qualifications. 
.81 .07 .09 .09 .04 -.02 .14 .13  
SP2 I try to let others know that I am valuable to the 
organization. 
.79 .09 -.03 .21 .05 .05 .01 .08  
SP3 I try to let others know that I have a reputation for 
being competent in a particular area. 
.77 .16 .14 .10 .11 .05 .07 -.03  
SP4 I make people aware of my accomplishments. .81 .06 .07 .04 .05 .05 .08 .15  
           
Need for Uniqueness         2.95 
NU1 
 
I am often on the lookout for new products or brands 
that will add to my personal uniqueness. 
.15 .78 .13 .06 .04 -.00 .26 .22  
NU2 Having an eye on products that are interesting and 
unusual assists me in establishing a distinctive image. 
.14 .84 .12 .10 .08 .02 .16 .24  
NU3 I often try to find a more interesting version of run-of-
the-mill products because I enjoy being original. 
.11 .84 .08 .08 .06 -.01 .15 .16  
           
Self-expression         2.10 
SE1 My opinions and preferences tell me who I really am .18 .08 .67 .03 -.07 .12 .18 -.03  
SE2 Those who are close to me know my preferences and 
opinions on many issues. 
 
.04 
 
.12 
 
.79 
 
.17 
 
.13 
 
-.08 
 
-.06 
 
.03 
 
SE3 I know preferences and opinions of those who are 
close to me. 
 
.02 
 
.07 
 
.73 
 
.18 
 
.21 
 
.07 
 
.07 
 
.06 
 
           
Social Identity         1.88 
SI1 Having mutually satisfying personal relationships. .20 .08 .21 .78 .02 .10 .12 -.02  
SI2 Developing caring relationships with others. .11 .05 .08 .86 .13 .06 .19 -.03  
SI3 Having close bonds with other people. .14 .10 .12 .85 .13 .06 .07 .02  
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Continued 
 
Item 
Factors Eigen 
value F1 F2 F3 F4 F5 F6 F7 F8 
Self-monitoring         1.53 
SM1 I have the ability to control the way I come across to 
people, depending on the impression I wish to give 
them. 
 
.19 
 
.01 
 
.14 
 
-.09 
 
.73 
 
.02 
 
.01 
 
-.01 
 
SM2 In social situations, I have the ability to alter my 
behavior if I feel the need to do so. 
 
.33 
 
-.03 
 
.09 
 
-.00 
 
.70 
 
.05 
 
.20 
 
-.15 
 
SM3 I can usually tell when I’ve said something 
inappropriate by reading it in the listener’s eyes 
 
-.09 
 
.06 
 
.04 
 
.23 
 
.71 
 
.15 
 
-.02 
 
.05 
 
SM4 I am often able to read people’s true emotions 
correctly through their eyes 
 
-.06 
 
.12 
 
.02 
 
.18 
 
.66 
 
.15 
. 
07 
 
.11 
 
 
           
Other-directedness         1.42 
OD1 I try to pay attention to the reactions of others to my 
behavior in order to avoid being out of place. 
 
.08 
 
-.04 
 
-.05 
 
.04 
 
.25 
 
.78 
 
.05 
 
.01 
 
OD2 When I am uncertain how to act in a social situation, I 
look to the behavior of others for cues. 
 
.09 
 
-.04 
 
.12 
 
.06 
 
.05 
 
.78 
 
-.08 
 
-.04 
 
OD3 The slightest look of disapproval in the eyes of a 
person with whom I am interacting is enough to make 
me change my approach. 
 
 
-.05 
 
.08 
 
.02 
 
.08 
 
.05 
 
.81 
 
.07 
 
.07 
 
 
Perception         1.21 
PC1 Customized products are a good idea. .11 .19 .13 .17 .09 .00 .83 .12  
PC2 I’d like to see more customized products offered. .09 .17 .06 .14 .11 .02 .86 .12  
PC3 Customized products are worth what you pay for them. 
 
.11 .19 .01 .09 .02 .03 .75 .29  
Extended-Self         1.11 
ES1 If I lost the customized apparel product, I would feel 
like I had lost a little bit of myself. 
.10 .16 .07 -.03 .03 -.00 .15 .82  
ES2 If I were describing myself, the customized apparel 
product would likely be something I would mention 
.12 .14 -.03 -.04 -.01 .00 .14 .86  
ES3 The customized apparel product reminds me who I am 
 
.07 .26 .03 .06 .03 .05 .16 .83  
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 To assess reliability of the observed items, Cronbach’s alpha was calculated and the alpha 
values of all items greater than .60 acceptable threshold criterion for good shape for research 
(Churchill, 1979; Setbon & Raude, 2010; Rahimnia & Hassanzadeh, 2013), were shown which 
indicates that the items under constructs have a strong reliability and were retained. The 
descriptive properties (mean and standard deviation) of each constructs and Cronbach’s alpha 
were presented in Table 4. 
 To confirm convergent and discriminant validity of the model, confirmatory factor 
analysis (CFA) was conducted on the twenty-six indicators of the eight latent variables. Between 
items and latent variables, one of the path parameters was fixed to certain value “1” for 
standardizing the latent variables. Moreover, each latent variable was to be correlated (Kline, 
2005). The measurement model is shown in Figure 4.  
Table 4. Descriptive Properties of Items in the Final Measurement Model 
Con. Items Mean SD α 
Self-Promotion   .85 
SP1 
SP2 
SP3 
 
SP4 
I try to make people aware of my talents or qualifications. 
I try to let others know that I am valuable to the organization. 
I try to let others know that I have a reputation for being 
competent in a particular area. 
I make people aware of my accomplishments. 
3.57 
3.79 
 
3.79 
3.35 
.91 
.87 
 
.83 
.96 
 
 
 
 
 
Need for uniqueness   .87 
NU1 
 
NU2 
 
NU3 
I am often on the lookout for new products or brands that will 
add to my personal uniqueness 
Having an eye on products that are interesting and unusual 
assists me in establishing a distinctive image  
I often try to find a more interesting version of run-of-the-mill 
products because I enjoy being original. 
 
3.71 
 
3.64 
 
3.57 
 
.97 
 
.97 
 
.99 
 
 
 
 
 
 
Self-expression   .64 
SE1 
SE2 
 
SE3 
My opinions and preferences tell me who I really am. 
Those who are close to me know my preferences and opinions 
on many issues. 
I know preferences and opinions of those who are close to me. 
3.94 
 
3.98 
4.04 
.71 
 
.74 
.61 
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Con. Items Mean SD α 
Social-Identity   .86 
SI1 
SI2 
SI3 
Having mutually satisfying personal relationships 
Developing caring relationships with others 
Having close bonds with other people 
4.21 
4.32 
4.23 
.75 
.72 
.75 
 
 
 
Self-monitoring   .70 
SM1 
 
SM2 
 
SM3 
 
SM4 
 
I have the ability to control the way I come across to people, 
depending on the impression I wish to give them. 
In social situations, I have the ability to alter my behavior if I 
feel the need to do so. 
I can usually tell when I’ve said something inappropriate by 
reading it in the listener’s eyes. 
I am often able to read people’s true emotions correctly through 
their eyes. 
 
3.80 
 
3.88 
 
4.07 
 
3.86 
 
.81 
 
.77 
 
.71 
 
.82 
 
 
 
 
 
 
 
 
Other-directedness   .72 
OD1 
 
OD2 
 
OD3 
I try to pay attention to the reactions of others to my behavior in 
order to avoid being out of place 
When I am uncertain how to act in a social situation, I look to 
the behavior of others for cues 
The slightest look of disapproval in the eyes of a person with 
whom I am interacting is enough to make me change my 
approach. 
 
3.59 
 
3.52 
 
 
3.33 
 
.90 
 
.93 
 
 
.98 
 
 
 
 
 
 
 
Perception   .86 
PC1 
PC2 
PC3 
Customized products are a good idea. 
I’d like to see more customized products offered. 
Customized products are worth what you pay for them. 
4.05 
3.89 
3.82 
.69 
.80 
.88 
 
 
 
Extended-Self   .85 
ES1 
 
ES2 
 
ES3 
If I lost the customized apparel product, I would feel like I had 
lost a little bit of myself. 
If I were describing myself, the customized apparel product 
would likely be something I would mention 
The customized apparel product reminds me who I am 
 
 
2.94 
 
2.72 
2.94 
 
1.08 
 
1.07 
1.08 
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Figure 4. Measurement Model 
A model fit was determined by fit indexes such as Adjusted Goodness-of-Fit Index 
(AGFI), Goodness-of-Fit Index (GFI), Normal Fit Index(NFI), Comparative Fit Index (CFI), 
Standardized Root Mean Square Residual (SRMR), and Root Mean Square Error of 
Approximation (RMSEA). A cutoff value of .09 for AGFI, GFI, NFI, and CFI and a cutoff value 
of .06 for SRMR and RMSEA are required to conclude that “there is a good fit between the 
hypothesized model and the observed data” (Hu & Bentler, 1999, p.1 ). The initial model fit of 
this study was acceptable thresholds (χ2 = 390.524, df = 267, ρ = .00; AGFI = .89; GFI = .92; 
NFI = .90; CFI = .97; SRMR= .04; RMSEA = .05). However, in order for better model fit, three 
indicators with low factor loadings were removed. They were one indicator from self-expression 
and two indicators from self-monitoring.  
 Then, the model fit was re-estimated with the remaining twenty-three indicators and eight 
corresponding latent factors. The results became significantly improved, showing satisfactory 
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model fit indexes (χ2 = 279.127, df = 200, ρ = .00; AGFI = .91; GFI = .94; NFI = .92; CFI = .98; 
SRMR= .03; RMSEA = .04). The model measurement model fit indexes are provided in Table 5.  
Table 5. Results of the Measurement Model 
Latent variable Indicator 
CFA Item 
Loading𝑎 
t-value 
Composite 
reliability𝑏 
Average 
Variance  
extracted𝑐 
Self-Promotion    .86 .61 
 SP1 
SP2 
SP3 
SP4 
 
.83 
.75 
.78 
.76 
10.74** 
13.23** 
10.29** 
- 
  
Need for Uniqueness    .88 .70 
 NU1 
NU2 
NU3 
 
.82 
.90 
.78 
15.99** 
17.17** 
- 
  
Self-expression    .66 .50 
 SE2 .67 6.18**   
 SE3 
 
.73 -   
Social-Identity    .86 .68 
 SI1 
SI2 
SI3 
 
.74 
.88 
.85 
14.81** 
17.26** 
- 
  
Self-monitoring    .75 .60 
 SM1 
SM2 
 
.58 
.93 
- 
5.96** 
  
Other-directedness    .72 .47 
 OD1 
OD2 
OD3 
 
.77 
.62 
.65 
8.29** 
- 
8.37** 
  
Perception    .86 .68 
 PC1 
PC2 
PC3 
 
.86 
.89 
.70 
14.21** 
14.36** 
- 
  
Extended-self    .86 .67 
 ES1 
ES2 
ES3 
.76 
.82 
.88 
 
15.30** 
16.71** 
- 
  
Note. χ2 = 279.127 (df = 200), ρ = .00; AGFI = .91; GFI = .94; NFI = .92; CFI = .98; 
Standardized SRMR= .03; RMSEA = .04. a. standardized estimates. b ( Σstd. 
Loadings )²/( Σstd. Loadings )²+ Σ error variance. c Σstd. Loadinqs²/Σstd. Loadings²+Σ error 
variance. ** p < .001. 
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The reliability and validity of measurement model were tested. As shown in Table 4, 
since Cronbach’s alpha with lower than .6 is considered as undesirable (Loewenthal, 2001), the 
measurement model showed adequate levels of reliabilities, showing their ranges from .64 to .87. 
Regarding composite reliability, Bagozzi and Yi (1988) suggested the composite reliability 
should be greater than .60. The composite reliabilities in the measurement model ranged 
from .66 to .88 indicate satisfactory level of reliabilities, as shown in Table 5. To test a 
convergent validity that assess whether items can effectively represent their corresponding latent 
variables, standardized confirmatory factor loadings were examined. All CFA factor loadings 
were significant, exceeding .58, and t-values ranged from 5.96 to 17.26 (Anderson & Gerbing, 
1988). Moreover, the average variance extracted (AVE) estimates of all indicators of constructs 
were calculated. All AVEs were greater than threshold .50 (Fornell & Larcker, 1981) except for 
one factor; other-directedness (.47). Although one factor has a low AVE estimate, this factor is 
still retainable because the large sample size (n = 338) makes up for such slight shortage of the 
AVE value (Fornell & Larcker, 1981). Accordingly, the convergent validity of the measurement 
model was established that represent that indicators adequately reflect their constructs. 
Finally, discriminant validity of the model was tested by comparing squared correlations or 
maximum shared squared variances (MSV) with the average variance extracted (AVE) estimates 
(Tarhini et al., 2016). According to Hair et al (2010), the average variance extracted (AVE) 
should be greater than maximum shared squared variances (MSV) in order for sufficient 
discriminant validity. The all AVE estimates for all constructs (ranged from .47 to .70) in the 
model exceeded the MSV estimates (ranged from .00 to .30) which suggest that all the constructs 
are sufficiently distinctive each other, supporting discriminant validity. A matrix of AVE and 
MSV for discriminant validity is illustrated in Table 6. 
  
52 
 
 Table 6. Discriminant Validity Assessment Matrix of the Measurement Model 
 Self-
promotion 
Need for 
Uniqueness 
Self-
expression 
Social-
identity 
Self-
monitoring 
Other-
directedness 
Perception 
Extended- 
self 
 
Self-
promotion 
.61        
 
Need for 
Uniqueness 
.12 .70       
 
Self-
expression 
.06 .11 .50      
 
Social-
identity 
.11 .08 .19 .68     
 
Self-
monitoring 
.14 .02 .08 .06 .60    
 
Other-
directedness 
 
.02 .00 .02 .05 .07 .47   
Perception .10 .26 .07 .14 .06 .01 .68  
 
Extended- 
self 
 
.06 .30 .02 .01 .00 .00 .17 .67 
Note. Boldfaced: Average variance extracted (AVE). Other estimates are Maximum Shared squared Variances (MSVs) 
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4.3 Structural Model  
 In order to test hypothesized causal relationships between factors, structural model was 
established in AMOS. The correlation matrix of the measurements used for the model test is 
displayed in Figure 5. 
The model composed of eight latent variables with twenty-three indicators. Figure 6 
shows the specific model constructions. In accordance with the proposed hypotheses model, six 
variables (i.e., self-promotion, need for uniqueness, self- expression, social-identity, self-
monitoring, and other-directedness) were determined to be used as independent variables (i.e., 
exogenous latent variables). Corresponding with aforementioned independent variables, two 
factors such as customization perception and extended-self were specified as mediating factors to 
affect dependent variables, buying intention of customized apparel products (i.e., endogenous 
latent variables). The six independent variables (i.e., self-promotion, need for uniqueness, self- 
expression, social-identity, self-monitoring, and other-directedness) were allowed to be 
correlated since these variables are closely related each other (Lee & Sundar, 2014). 
4.4 Hypotheses Testing  
 The overall SEM model fit was adequate: χ2 = 329.213, df = 223, ρ = .00; AGFI = .90; 
GFI = .93; NFI = .91; CFI = .97; SRMR = .04, RMSEA = .04. Moreover, modification indices in 
Amos did not display critical issues or recommend making any revisions for better fit of the 
model thus, it was concluded that the hypothesized model has a good fit.  The parameter 
estimates in the model presents in Figure 7.  
Hypotheses 1 designated that self-promotion positively effect on perception of 
customization (H1a) and self-promotion positively associates with sense of extended-self (H1b). 
They were partially supported: the result of structure equation model showed that the  
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Note. SP: Self-Promotion; NU: Need for Uniqueness; SE: Self-Expression; SI: Social- Identity; SM: Self-Monitoring; OD: Other-
Directedness; PC: Perception; ES: Extended -Self 
 
Figure 5. Pearson Correlation Matrix of the Measurements 
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Figure 6. Structural Equation Model. 
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relationship between self-promotion (SP) and perception of customization is not significant 
(β= .02, p=.76); however, its significant effect on self-extension was identified (β= .15, p <.05). 
Regarding H2, positive influences of need for uniqueness (NU) on perception of customization 
(H2a) and extended-self were both supported by indicating significances (β= .29, p <.001; 
β= .55, p <.001 respectively) as hypothesized. Hypotheses 3 denoted that the self-expression 
desire positively influences perception of customization (H3a); and self-expression desire 
positively influences a sense of extended-self (H3b). The results, contrarily, demonstrated that 
the self-expression has negative causal effects on both perception of customized apparel products 
(β= -.01, p=.881) and extended-self (β=-.02, p= .75). However, their impacts were insignificant 
thus, hypotheses 3 were not supported. The hypothesis 4 expected that there are negative impacts 
of social-identity on both perception of customization (H4a) and extended-self (H4b); however, 
social-identity was revealed to positively influence on perception of customization (β= .24, p 
<.001) unlike hypothesized, whereas its negative impact on extended-self was found as 
hypothesized but the impact was weak (β= -.01, p= .13). Therefore, hypotheses 4 were not 
supported. As hypothesized (H5a), the positive relationships between self-monitoring and 
perception of customization were identified to be significant (β= .17, p <.05); however, contrary 
to a hypothesis (H5b), the significantly negative influence was shown between self- monitoring 
and extended-self (β= -.13, p <.05). Therefore, hypotheses 5 were partially supported. With 
regard to the negative influences of other-directedness on perception of customization (H6a) and 
extended-self (H6b), the results indicated that there was negative influence of other-directedness 
on perception of customization but the influence was not statistically significant (β= -.03, 
p= .61). Unlike hypothesized, other-directedness was found to have a positive causal effect on 
extended self; however, it was not statistically significant (β= .08, p=.23), which the hypotheses 
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Figure 7. Results of Hypotheses Testing 
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were not supported. The positive effect of perception of customization on buying intention of 
customized apparel products(H7) was found to be statistically significant (β= .44, p <.001). The 
sense of extended-self also was found to have a significant causal effect on purchase intention of 
customized apparel products (β= .19, p <.001) as expected (H8). Lastly, an un-hypothesized 
strong causal relationship was revealed between the sense of extended-self and buying intention 
of customized apparel products (β= .24, p <.001). To sum up, the results of the model support six 
hypotheses and eight hypotheses were not supported as shown in Table 7.  
Table 7. Results of Hypotheses Testing 
 Hypotheses β p Results 
H1a 
Self-promotion has a positive effect on perception of 
customization. 
.02 .76 NS 
H1b 
Self-promotion is positively associated with sense of 
extended-self offered by customized apparel products. 
.17 .02** S 
H2a The sense of need for uniqueness positively influences 
perception of customization. 
.23 *** S 
H2b 
The sense of need for uniqueness positively influences 
extended-self offered by customized apparel products. 
.58 *** S 
H3a Self-expression desire positively influences perception 
of customization. 
-.01 .88 NS 
H3b Self-expression desire positively influences a sense of 
extended-self offered by customized apparel products. 
-.04 .75 NS 
H4a 
. 
Sense of social identity negatively influences 
consumers’ perception of customization. 
.26 *** NS 
H4b Sense of social identity negatively influences 
consumers’ sense of extended-self offered by 
customized apparel products. 
-.15 .13 NS 
H5a The desire of self-monitoring is positively related with 
perception of customization. 
.22 .01** S 
H5b The desire of self-monitoring is positively related with 
extended-self offered by customized apparel products. 
-.23 .04** NS 
H6a Individuals with high other-directedness are less likely 
to have positive perception of customization. 
-.03 .61 NS 
H6b Individuals with high other-directedness are less likely 
to build sense of extended-self offered by customized 
apparel products. 
 
.09 .23 NS 
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Continued    
 Hypotheses β p Results 
H7 Consumer’s positive perception of customization is 
highly associated with purchase intention of customized 
apparel products. 
.74 *** S 
H8 Extended-self positively leads to consumers’ purchase 
intention of customized apparel products. 
.24 *** S 
Note. Unstandardized estimates (β); significant *** p < .001; ** p < .05  
S: supported; NS: not supported 
 
4.5 Direct and Indirect Effects 
 The six psychological factors’ direct and indirect effects on purchase intention of 
customized apparel products were examined using bootstrap statistical method in Amos. Table 8 
shows direct effects of all factors. There were no significant direct effects of all factors on 
purchase intention at the significant level of .05. Yet, significant indirect effects were found 
between need for uniqueness and purchase intention. The results imply that six factors (i.e., self-
promotion, need for uniqueness, self-expression, social-identity, self-monitoring, and other-
directedness) have indirect effects on purchase intention mediated by either (or both) perception 
of customization and self-extension.  
Table 8. Direct Effects of the Model 
Paths Direct Effects 
Self-promotion  
Purchase  
intention 
.03 
Need for Uniqueness  .13 
Self-expression  .07 
Social-identity  -.06 
Self-monitoring  .10 
Other-directedness  -.00 
Note. All standardized estimates; bias-corrected confidence interval method 
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CHAPTER 5. DISCUSSION AND CONCLUSIONS 
The purpose of the current study was to examine how consumers’ psychological factors 
affect the perception of customized apparel products and extended-self offered by customized 
apparel products in the pre-purchase stage. Furthermore, the study was to investigate whether 
these factors (i.e., perception and extended-self) would lead to consumers’ buying intentions of 
customized apparel products in the purchase stage. The results demonstrated that the overall 
hypothesized model was supported.  
5.1 Discussion 
The present study examined the relationships between six internal motivators (i.e., self-
promotion, need for uniqueness, self-expression, social-identity, self-monitoring, and other-
directedness) and buying intention of customized apparel products, mediated by perception of 
customization and self-extension.  
The influence of self-promotion was found to be partially significant. To be specific, self-
promotion is a decisive causal factor on desire of self-extension but its impact was weak on 
perception of customization. Regarding an insignificant relationship between self-promotion and 
customization perception, the results suggest that visual-focused customization is not appealing 
to consumers with high self-promotion. This is because self-promotion is deeply involved in 
individuals’ achievement which is generally activated under competitive circumstances to gain 
limited resources (i.e., jobs or promotions) in more internal ways (Rudman et al., 1998). This 
result falls in line with previous research (Lee & Sundar, 2014). On the other hand, the results 
also indicated that self-promotion is positively connected with a desire of displaying consumers 
themselves (extended-self) through products. That is, consumers with high self-promotion are 
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more likely to pursue self-extension provided by customized apparel products, which is 
consistent with the previous study conducted by Belk (1988).  
Need for uniqueness appeared to be the most significant factor that triggers both 
perception of customization and sense of extended self, indicating the strong positive path 
coefficients. This finding implies that since consumers’ desire for uniqueness is able to be 
fulfilled by tailoring products, which is customizations’ basic philosophy, need for uniqueness 
positively leads to a favorable perception of customization. Consumers with a high need for 
uniqueness are more likely to perceive customization positively. The results are in line with the 
findings in the previous research (Park et al., 2013; Franke & Schreier, 2008; Wu et al., 2012; 
Lynn & Harris, 1997). Need for uniqueness also brings about a sense of self-extension. This 
confirms that self-extension is valid when customized apparel products represent individuals’ 
unique and distinctive personalities, implying that the more a consumer desires uniqueness 
would lead to more association with a sense of self-extension through customized apparel 
products. The previous studies consistently pointed out that people instinctively desire to be 
distinguished from others, and products with uniqueness can be perceived as part of themselves 
(Belk, 1988; Cheema & Kaikati, 2008). 
The results indicated that self-expression is insignificant in relation to both perception of 
customization and sense of extended-self offered by customized apparel products. These findings 
are inconsistent with previous studies (Sundar et al., 2012; Saenge et al., 2010; Chernev et al., 
2011) that identify self-expression as a basic driver of the adoption of customization and 
extended-self through customization. According to the literature, desire of self-expression can be 
an indicator to determine different kinds of societies’ and consumers’ positions and it also shows 
consumers’ social-relationships within groups (Crane, 2012). The survey questions also implied 
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social-relationship aspects such as (1) those who are close to me know my preferences and 
opinions on many issues, and (2) I know preferences and opinions of those who are close to me. 
In this respect, given the concept of customization in fashion is to visualize consumer’s preferred 
aesthetic aspects rather than presenting social relationships, social-relationship focused self-
expression may not be a significant motivator on adoption of customization. In a similar vein, 
self-expression from the social-relation perspectives is not an influential factor that causes 
consumers’ desire to reflect themselves through customized products. 
Not as expected, the effect of social-identity on perception of customization was not 
supported. Since social-identity puts great values on a sense of kinship by conforming other 
group members to enhance community spirit in the manner of appearance, positive perception of 
customization was not expected due to its distinctive attributes. However, the results pointed out 
that social-identity has a strong positive effect on perception of customization. The research was 
conducted in the US which is one of the representative individualist countries. Individualism 
emphasizes individuals’ interests rather than groups’ benefits (Hofstede, 1984). In this respect, 
even though people have strong social-identity, they also pursue personal uniqueness in their 
self-presentations by having positive perception of customization as long as the uniqueness is 
acceptable in the group culture. This result concurs with the previous study of Sundar et al. 
(2012), arguing that there is a positive relationship between sense of community and 
customization. Though participants perceive customization favorably, their involvement toward 
the sense of extended-self is shown as weak. This implies that participants with high level of 
social-identity have a natural instinct to distinguish themselves under acceptable social terms; 
however, those with strong social-identity perceive themselves as belongings to groups (Tajifel 
& Turner, 2004). This notion is confirmed by Smith and Henry (1996), explaining that evidence 
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suggests social membership becomes part of the self. That is, participants with high social-
identities are less likely to consider the customized apparel products as part of themselves. 
The study found that self-monitoring is a significant factor, along with need for 
uniqueness, which leads to both perception of customization and sense of extended self. In 
addition, the result suggests that individuals with a high level of self-monitoring strive to control 
their self-presentations to fit in the certain society by fulfilling appropriateness (Snyder & 
Gangestad, 1986). Because of this, s/he tends to perceive customization in a favorable way 
because customization allows high self-monitoring consumers to manipulate their self-images 
through their situationally valuable products in accordance with social norms. The result is 
consistent with a previous research conducted by Ramanathan et al (2013), confirming that self-
monitoring and self-management are positively associated with the customization of health 
mobile applications. Unexpectedly, self-monitoring has a significantly negative impact on 
extended-self. According to Browne & Kaldenberg (2006), when buying products, the high self-
monitoring consumers select products that can improve ones’ self-image, whereas those with low 
self-monitoring place more values on whether or not the products symbolize special meanings. 
Designing customized products is regarded as a symbolic consumption that can bring about 
consumers’ special meanings and exclusive experiences, implanting a sense of self-extension 
into the products (Tian & Belk, 2005). In line with the literature, the results confirmed that 
consumers with a high self-monitoring are less likely to think of the customized apparel products 
as another part of themselves. To the researcher’s best knowledge, there is no research has 
touched on the relationship between self-monitoring and extended-self.  
Not as predicted, other-directedness was found to have no influence on either perception 
of customization or sense of extended-self. According to previous research, people with high 
  
64 
 
other-directedness tend to follow others without standing-out (Zinkhan & Shermohamad, 1986), 
thus they are expected to be less likely to have a favorable perspective of customization that 
focuses on individualities as well as less desire of self-extension through products. This result is 
inconsistent with previous studies (Lee & Sundar, 2014; Nie & Sundar, 2013). The research 
acknowledged by Gudykunst et al. (1987) illustrated that people in the US’s individualistic 
culture are less engaged in other-directedness than those in collectivistic cultures such as Asian 
countries (e.g., Korea, China, etc.). That is, other-directedness is intrinsically related with 
collectivistic culture which put more value on group memberships rather than individual 
interests, and is predominantly revealed when strong social interactive desire exists (Gudykunst 
et al., 1987). Given the fact that this survey took place in the U.S, other-directedness might not 
be activated enough by Americans who do care about themselves more than others’ opinions or 
expectations.  
The positive perception of customization was found to be a significant factor of 
consumers’ buying intention of customized apparel products. The result of the positive 
relationship between perception and purchase intention concurs with previous research (Wu & 
Lo, 2009; Hung et al., 2011; Knight & Kim, 2007). This implies that consumers with positive 
perception of customization are likely to purchase customized apparel products. Consumers’ 
perceived values are considered as consumers’ perceived benefits, and when customized 
products hold perceived values, consumers will be loyal to them. The consumers’ benefits from a 
customized product include uniqueness and self-presentations (Yoo & Park, 2015). To improve 
consumers’ perceived values of customized products, it is necessary for retailers and marketers 
to focus on products’ diversity to assure uniqueness and self-presentations. Providing more 
options and choices would maximize consumers’ perceived values of customized products. For 
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example, M.i.h Jeans permits consumers to add hand-stitching, appliques, tassels, and initial 
letters either to jeans consumers already have or jeans they provide.  
Lastly, self-extension is also found to significantly affect buying intention of customized 
apparel products as predicted, which is consistent with previous research by Franke et al (2010). 
Franke et al. (2010) illustrate that creating products based on consumers’ needs elicits extended-
self, embedding psychological values into the products. However, previous studies on extended-
self and luxury consumption have offered conflicting results: Kim et al (2016) explained that 
extended-self is one of the main dimensions that leads to luxury consumption while Hung et al. 
(2011) found extended-self (symbolic value) failed to have a positive impact on buying intention 
of luxury brands. Although the positive association between self-extension and buying intention 
has been well acknowledged in academia, the adverse results of the latter study can be explained 
by cultural value differences and research design. The study by Kim et al (2016) was conducted 
in three different countries: Australia, France, and Korea, whereas the research by Hung et al. 
(2011) was conducted only in China which is a dominantly collective culture. Regarding the 
negative relationship between symbolic value and luxury brand purchase intention, the collective 
culture that emphasize group harmony can affect consumers to repress their self-presentation. In 
addition, the sub-category luxury brands the study provided during the interview might not make 
consumers feel symbolic enough to consider the brands as extended-self. To the researcher’s best 
knowledge, there is no research has been done on how extended-self influences customized 
apparel products. In addition, the sense of self-extension unexpectedly emerged as a strong factor 
that can trigger the positive perception of customization. This suggests that self-promotion, only 
a significant motivator on self-extension, actually also has a positive impact on customization 
perception, passing through self-extension (see Figure 6). Thus, the desire of self-promotion, 
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which is activated in order to present their strengths to gain limited resources is likely to lead to 
positive customization perception mediated by extended-self.  
The results of the current study offer practical insights for customization marketers in the 
fashion industry. This research provides an empirical implication that consumers’ psychological 
properties are all related each other and have a strong impact on purchase intention of 
customized apparel products. Given that the path (i.e., need for uniqueness– perception/self -
extension – buying intention) seemed to be most influential and effective followed by the self-
monitoring motivator path. These results suggest that marketers can focus on creating marketing 
plans which can boost either/ both need for uniqueness and/ or self-monitoring. In order to assure 
uniqueness, since high uniqueness-seeking consumers adopt one-of-a-kind products, and do not 
want lose the scarcity of the products by being popular to others, marketers should consider 
protecting consumers’ exclusive designs and blocking for others to copy the existing designs. 
To attract consumers who have a high degree of self-monitoring, the fashion industry can 
take into account their psychological attributes. Since high self-monitoring consumers are more 
interested in fashion items and tend to experiment with outward aspects of the products (Kim & 
Hahn 2015), customization marketers and retailers can create the experiential-enhancing 
environment that actively involves consumers and allow consumers to join the design process for 
their own products. For example, implementation of computer simulation programs, such as co-
design software that can visualize the apparel products on a form to the consumer’s body, seems 
to be experimentally advantageous for high self-monitoring consumers to simulate the products 
based on their preferences before making a purchase decision.  
Lastly, self-extension has a direct effect on buying intention of customized apparel 
products. Since self-extension appears “through control and mastery of an object, through 
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creation of an object, through knowledge of an object” (Belk, 1988, p.160), marketers can 
provide various programs that involve consumers in the product-tailoring process to effectively 
embed consumers’ self-extension into objects. For example, Godsend Trading Company (GS), a 
lingerie company in Hong Kong, allows consumers to modify designs of shoulder straps and 
accessories, putting a consumer as a main driver for product creation. This experience and 
memory would elicit consumers’ self-extension, increasing purchase intention of the products.   
5.2 Conclusion 
 The purpose of this research is to examine how consumers’ psychological properties 
influence purchase intention of customized apparel products mediated by perception of 
customization and sense of extended-self. The study was conducted to achieve this goal using 
Structure Equation Model (SEM) to evaluate causal relationships between factors. This effort 
contributes to empirical consumers’ behavior study toward customization in fashion setting in 
light of psychological point of view which has not yet much been touched in the fashion 
literature.  
The study explains significance of consumer’s psychological values by answering two 
research questions: (1) how do psychological factors impact perception of customization and 
extended-self in the pre-purchase stage? and (2) whether or not perception of customization and 
extended-self lead to purchase intention of customized apparel products in the purchase stage? 
The results illustrated that as expected, need for uniqueness and self-monitoring were associated 
with positive perceptions of customization; however, an unexpected positive impact of social-
identity was also found. Unpredictably, impacts of self-promotion, self-expression, and other-
directedness on positive perceptions of customization were revealed to be insignificant. As 
hypothesized, self-promotion and need for uniqueness appeared to be significant on extended-
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self through customized products; however, an unpredicted strong negative impact of social-
monitoring on extended-self was also identified. Effects of other remaining factors (i.e., self-
expression, social-identity, and other-directedness) were negligible. Significant relationships 
were found between perception of customization, extended-self and the purchase intentions of 
apparel customization as predicted. Unexpectedly, desire of extended-self was found to lead to 
positive perceptions of customization.  
The results of the study provide that in pre-purchase level, need for uniqueness and self-
monitoring are statistically significant psychological properties to effect on both perception of 
customization and self-extension; however, self-monitoring is a strong negative predictor of self-
extension. The causal effects of self-expression and other-directedness on both aforementioned 
mediating factors, perception of customization and self-extension, were negligible. The results 
demonstrate that a significant relationship between need for uniqueness and customization 
perception falls in line with previous research (Park et al., 2013).   
The findings also confirmed that both perception of customization and extended-self paly 
mediating roles to connect initial motivators (i.e., self-promotion, need for uniqueness, and etc.) 
and consumers’ purchase intention of customized fashion products. In addition, the both 
mediators also have strong direct effects on buying intention of customized clothing in the 
purchase level. The findings are consistent with past literature written by Belk (1988) that 
customized products are viewed as the symbolic consumptions and allow consumers to think the 
products as part of themselves (self-extension), and some critics argued that positive perception 
toward brand results in an increase of consumers’ buying intention (Teo & Yeong, 2017; 
Vlasceanu, 2013).  
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It is worthwhile to note that sense of extended-self also has a great impact on 
customization perception which explain that self-extension plays dual roles: directly and 
indirectly (through perception) influences on consumers’ buying intention. Unlike many 
previous research focus on self-extension as one of the post-purchase behavior (Schifferstein & 
Zwartkruis-Pelgrim, 2008; Noble & Walker, 1997; Wong et al., 2012), the current study shed 
light on that sense of self-extension plays a pivotal role impacting a purchase intention for 
customized apparel products both directly and indirectly in purchase stage as well.  
Recently, as marketers place higher value on a consumer’s psychological properties (e.g., 
motivations, perceptions, and attitudes) rather than demographic information (Park et al., 2013), 
this study provides broad and in-depth insights for retailers and marketers by providing 
consumers’ psychological essential features that affect their buying intention. Because the 
psychological considerations this study takes into account embrace not only psychological 
aspects but also cultural and social segments that appear when making a purchase decision 
(Vlasceanu, 2013). Especially, social-identity and other-directedness are varied depending on 
cultures: both psychological characteristics appear more strongly in collectivistic cultures rather 
than individualistic ones. It is meaningful that this study takes into account those cultural factors 
to examine their effects on customization. The findings of this study also beneficial for retailers 
and marketers to construct their target consumer segmentation because the information and 
clarification of consumers’ natural needs and desires associated with a culture and a society are 
significantly useful for the fashion managers to understand their consumers in depth and help 
explore better ways to design marketing plans. For example, based on the results of the study, 
once consumers’ need for uniqueness, self-promotion, and extended-self are satisfactorily 
served, in turn it would highly expected an increasing purchase intention of customized products. 
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To be more specific, since the consumer’s most intriguing interest from customization is need for 
uniqueness, retailers can develop unconventional services such as experts’ advice or suggestions 
of the products to support consumers to build better products and provide special and consumer-
friendly environment (such as enhancing participation of family members or friends to tailor the 
products together) that help create consumers’ unforgettable memories related to products, 
boosting consumer’s shopping satisfaction and furthering brand loyalty.  
Limitations and Future Research 
 This study has several limitations. First, since the majority of sample population (about 
93%) is university students in their early 20’s, the results can be hard to be generalized to entire 
age groups. Second, the purchase intention might be over-estimated, since about a half of the 
participants are female fashion major students who are highly interested in clothing and fashion 
items. Third, additional psychological attributes that can affect the purchase decision-making 
such as fashion involvement would be insightful in the future study. Lastly but foremost, there 
also might be potential moderating factors on customization purchase intention such as WOM, 
celebrity endorsement, or risk of customization shopping to be added for the future study. In 
addition, cultural differences can affect individual’s value weights when buying customized 
products thus, cultural differences can be also evaluated as a moderating factor in the future 
study.  
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APPENDIX 2. FORMAT OF ONLINE QUESTIONNAIRE 
You are being asked to participate in a research study being conducted in the 
Department of Textiles, Apparel Design, and Merchandising at Louisiana State 
University. Thank you for your interest in participating! Your contribution to this study is 
invaluable. 
  
The purpose of this study was to find out how personal psychological factors 
influence on purchasing customized products and its possibility of consumers to build 
special attachment toward customized products they own by keeping and showing the 
products to others as an extended self (another me). Doing so, products’ life span would 
be longer due to special care by owners, which also contribute to sustainability. The 
survey should take about 10 minutes to complete. 
  
Your identity is not associated with the completion of this survey. Your responses are 
identified by a numeric code only, and results of the survey are analyzed as a group, 
and not by individual. We will not utilize the link between your responses to your IP 
addresses for our study. The data will be stored on a password-protected computer. 
Only the researcher and their authorized assistants will have access to the dataset. By 
completing this survey, you are giving your consent to use this data in the research 
study. Your participation is voluntary and you may withdraw from the study at any time 
without penalty. There are no foreseeable risks or discomfort in the completion of 
the survey. You may benefit from completing the survey, gaining an appreciation and 
understanding of how research is conducted. 
  
For more information about the study you may contact the primary investigator, Ms. 
Sukyung Seo at sseo3@lsu.edu or 225-999-5222; or Dr. Chunmin Lang, at 
cmlang@lsu.edu. The study has been discussed with IRB and all my questions have 
been answered. If you have questions about your rights as a research volunteer, you 
may contact the LSU Institutional Review Board (IRB) Chair, Dr. Dennis Landin at 130 
David Boyd Hall, Baton Rouge, LA 70803. 
 
By clicking "accept" on this page, you are indicating that you are freely and voluntarily 
agreeing to participate in this study and that you are at least 18 years of age. It is 
recommended that you print a copy of this consent page for your records before you 
begin the study by clicking below 
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